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Utility Merchandising 


HENEVER an_ important 
utility company or system 
announces that it is giving 


up merchandising, the question is 
eagerly debated as to whether this 
points a trend. Will other companies 
follow, it is asked, and why should 
utilities be in the merchandising field 
anyway? The argument goes round 
and round and never comes to a full 
stop. 

For, when some important company 
goes out of merchandising, it is 
usually only a question of time until 
this company is forced by circum- 
stances to resume at least part of its 
merchandising activity. 

There is no cause for congratulation 
to any section of our electrical industry 
when an important utility merchandis- 
ing operation comes to an end. In our 
opinion the merchandising function of 
the power companies is vital to the 
prosperity of the whole industry. This 
I know is not a popular sentiment with 
some people in the trade, and yet I 
believe it a fact which has been dem- 
onstrated over and over. 


* * * 


O promotion is so effective as ac- 

tual sales and the satisfied use 
of electrical appliances. Our present 
enormous volume in domestic electrical 
equipment is firmly based on the use 
of appliances by millions of satisfied 
customers. This condition would never 


* have been reached had it not been for 


the merchandising enterprise of the 
utility companies and their willingness 
to pioneer lean or wholly unexplored 
markets. We have only to take the 


ising Month 


history of one appliance after another, 
beginning with the ever useful electric 
iron down to today’s electric water 
heater and tomorrow’s room cooler, 
to realize that this is so. 

And, once a market has been pio- 
neered by the utility and opened to 
a point where dealers may profitably 
participate, the job is still not done. 
For the good of the trade and for 
the promotion of the electrical home 
idea, the utility should continue in 
their merchandising efforts. Where 
they cease to sell any particular appli- 
ance line, the business in that line for 
the whole community suffers a decline. 
That this is true is borne out by the 
testimony of the manufacturers and 
distributors of what are now called 
“electrical housewares.” The utilities 
are the agencies which have created 
the market for these invaluable house- 
hold servants, profitable merchandise 
for all electrical retailers, and having 
been instrumental in creating the mar- 
ket, the power companies should per- 
form the equally valuable service of 
maintaining this market by their mer- 
chandising promotion. The same thing 
goes for home laundry equipment, re- 
frigeration and lighting fixtures and 
lamps. 

* * 


EALIZATION of this truth has 
caused in a number of instances 
the electrical trade to act, as defenders 
of the utilities right to merchandise, 
in the face of threatened political ac- 
tion. Dealer groups have been among 
the most active forces in convincing 
legislative committees that the power 
companies not only have this right, 
but actually have an obligation to con- 
tinue in the merchandise business. 


We bring this up because we believe 
that a periodic restatement is necessary 
of the fact that all the trades in this 
industry benefit from the leadership 
and creative force of utility merchan- 
dising. 

Sore Salesman 


N page 80 is a letter burn- 

ing with righteous indignation. 
We recommend it as reading for deal- 
ers and sales managers. Here is a 
salesman who expresses a viewpoint 
and an experience in which he prob- 
ably does not stand alone. This sales- 
man is kicking and he is kicking hard. 
And from his account, he is perfectly 
justified in kicking. 

It has always been a mystery to me 
why a trade that depends to the degree 
it does on outside salesmen has failed, 
in so many cases, to handle these in- 
dispensable men in such a way as to 
get the best out of them. 

Selling appliances is, as our friend 
Jerry Stedman continually insists, an 
honorable profession. It will repay the 
energy of good men. Good men are 
needed but they can be attracted to this 
work only when they are fairly com- 
pensated and fairly treated. 

According to the account of the 
salesman whose letter we are printing, 
the salesman is often treated unfairly. 
In other words, he is gypped by the 
boss. This is not true of the majority 
of appliance dealers. But it is true 
in enough cases to give appliance sell- 
ing a bad name with many salesmen. 
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1938 Refrigerato 


HOTPOINT —The new Hotpoint POP-Ice tray derives its name from a con- 
venient lever-type arrangement which permits easy removal of the ice tray 
from the refrigerator and the simple removal of ice cubes, two at a time if 
preferred. In the Standard line, the new tray will be found only in the 
7 cu. ft. models. Other features include flexibility of storage, vegetable 
drawers and fruit racks, food safety gauge and many others. 
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A Preview Of The Outstanding Features of 1938 Refrigerator 


Models Recently Announced, Continued From Our November Issue 


HOTPOINT. — Fifteen new refrigerator models comprise the 1938 Hotpoint 
line recently introduced to the trade. One of the chief features is what is 
called "Circuleaire" Cooling which provides circulation of air throughout the 
box by means of an automatic fan installed between the condenser and 
"Thrift-master." This fan operates only when the mechanism runs and con- 
tributes to lower operating costs, the manufacturers claim. 


HOTPOINT — One of the outstanding points of the new Hotpoint line is the 

five separate zones of cold. These provide exact temperature for special food 

requirements. They include the speed freezing zone (No. |) for ice and 

frozen desserts; the meat and cold storage zone (No. 2) the cold beverage 

zone (No. 3) at either side of the speed freezer; the food protection zone 

(No. 4) for general protection; and, finally, the conditioned fruit and vege- 
table zone (No. 5). 
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N our November issue, we told of the plans of re- 

frigerator manufacturers to announce models early 
this year, instead of waiting until spring as has been cus- 
tomary. In doing so they are taking a leaf from the 
automobile men’s handbook. Early announcements are 
expected to have a beneficial effect on all. branches of 
the industry. 


Here presented are some of the outstanding features 
of six manufacturers’ models. Inasmuch as exterior 
appearance has undergone very little change, emphasis 
has been almost entirely placed on those new develop- 
ments that have to do with the interior arrangement and 


or product improvement of the refrigerator’s mechanism. 
The manufacturers included in this presentation in- 
Ue clude Edison General Electric Appliance Company 


(Hotpoint) ; Crosley Radio Corporation; Apex Elec- 
trical Mfg. Company; Universal Cooler Company, : 
Gibson Electric Refrigerator Corporation, Fairbanks- 
Morse Home Appliances, Inc.; and the Copeland Re- 
frigerator Company, Inc. Last month we had a preview 
which included Frigidaire, Westinghouse, General 
Electric, Stewart-Warner and Norge Corporation. As 
we go to press, information has not yet been available 
from the Kelvinator or Leonard. 


APEX— Will feature three new lines of refrigerators for 1938. One series 
will be known as the Extra-Value line with seven models; another the Air- 
Conditioned line with two models and the third will be the two-zone refrigera- ‘ 
tors with three sizes. Shown above is one of the new two-zone models which Orr paagusouce fisiie 
is as the name suggests, a refrigerator with two separate cold compartments. 
The upper compartment is air conditioned to prevent de-humidification; the “Birr iadadustaaaal i 
lower compartment is a frozen storage compartment to store ice cubes, . . ee 

meats, etc. 
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APEX — Pictured is the coil used in the APEX— Here is a view of the interior of the air conditioned model of the 
1938 Apex Air Conditioned Refrigera- new Apex refrigerator line for 1938. These models eliminate de-hydration and 
tor. Operating on a different principle drying out of foods and all foods can be stored in the refrigerator without 
ts the than ordinary units with separate coils, needing special covers or containers. Transfer of food odors is also elimi- 
| food frosting of the evaporator is eliminated. nated. Because no permanent frost accumulates on the unit, regular 
4 Regular defrosting is unnecessary be- defrosting is also eliminated. 
'e cause there is no permanent accumula- 
erage tion. Food may be stored in uncovered 
dares dishes with perfect safety without dry- 
— ing and with no danger of the odors 
transferring or intermingling. 
|SING ELECTRICAL MERCHANDISING—DECEMBER, 1937 PAGE 3 
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GIBSON — Among such features on the 1938 Gibson line as the Freezr-Shelf, the 

defrostajar, the tray-lifter, the swing-shelf, ice cube trays and snap-seal hard- 

ware, is the tilt-bin, a non-refrigerated compartment for the storage of fruits and 

vegetables. Canned goods may also be placed in this special storage space. Note 
in the picture the new swing-shelf. Standard equipment on all models. 


ii 
iat 


UNIVERSAL COOLER— The 1938 Universal Cooler line features sealed, all-stee! 
cabinets with 3!/,” of thermocraft insulation. They are also equipped with 
illuminated control panel with 15 temperature selections and a built-in safety 
zone thermometer. In the picture above is shown another new feature—the 
basket on door which conserves shelf-space and provides for convenient storage. 
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GIBSON—The Gibson Electric Refrigerator Co. line for 1938 will consist of 

eight different models and twelve different price ranges. Again the outstanding 

feature of the models in the entire line will be the Freezr-Shelf newly-designed 

with illuminated food zone indicator. One added refinement has been applied to 
the twin-cylinder compressor in the shape of a quieting element. 


UNIVERSAL COOLER — One of the princi- 


pal features of the new Universal Cooler 
line — and one which does not show 
readily—is the evaporator with refrig- 
erating tubes above and below each 
shelf tray. It has a top-mounted thermo- 
static expansion valve; 25-watt interior 
light attached to thermostat and illumi- 
nated dial with fifteen temperature se- 
lections mentioned before. 


COPELAND — The principal new feature of the Copeland refrigerator line is the 

humidicold evaporator which provides high relative humidity due to the fin 

surface at the rear. Also it assures circulation of air throughout the box. The 

food file, consisting of a hydrator and basket, beneath the porcelain enamel shelf 
is standard in the five and six cubic foot models. 
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FAIRBANKS MORSE — Fairbanks Morse 


have equipped their 1938 line of elec- 
tric refrigerators with a cube-expeller 
tray of unusual design. An ingenious 
lever permits the instant removal of half 
or all ice cubes in a tray. One cube or 
all instantly released, cleanly, dryly with- 
out loss through melting or soaking at 
the sink. 


FAIRBANKS MORSE— The “Conservador™ 


on the new Fairbanks Morse models has 
been greatly improved by the addition 
of pressed metal shelves, replacing the 
wire racks formerly used. The trim is 
delphinium blue, with fittings of Tennite. 
This conservador feature of the F-M line 
is a sort of miniature refrigerator in it- 
self, providing convenient storage space 
for goods most often used in the home. 


CROSLEY —Among the com- 


plete line of "Shelvador" re- 
frigerators which the Crosley 
Radio Corporation is offering 
to the trade in 1938, is this 
table top model. It has a 
food storage capacity of 3.0 
cubic ft., net and a shelf area 
of 6.92 ft. It is 36 inches 
high and the flat porcelain 
top provides extra useful work 
surface for streamlined kitch- 
ens. 


* 


FAIRBANKS MORSE — Shown here is the interior of the new Fairbanks Morse 

refrigerator for 1938. Note the storage bin below for bottles which is 

non-refrigerated and is available in the six and seven foot models. Shelf- 

front thermometer, ribbon shelves, sliding and split shelf, simplified tem- 

perature control, and fluted, two-tone, metal fronts on the fruit baskets and 
evaporator are some of the outstanding features, 


CROSLEY — the principal features of the new 1938 Crosley line of electric 

refrigerators include: The Speed-Cube release, designed by Powel Cros- 

ley, Jr.; 18-point temperature control, ventilated front for proper air 

circulation; removable shelves, a vegetable "stora-drawer" at the bottom. 

The deluxe and larger standard models may be equipped with a five-tube 
radio, designed to fit into the top. 
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Farm women come to an REA project meeting to hear about the use of appli- 
ances in the home. These meetings start before the lines are even erected. 


HAT is potentially the largest 

unsaturated, virgin market for 

electrical equipment and appli- 
ances—the rural or farm market—is 
today beginning to feel the first effects 
of a scientific promotional campaign 
which, when carried to its eventual 
conclusion, will result in millions of 
dollars worth of business to the elec- 
trical industry. 

The agency which is performing 
this major operation is the Rural 
Electrification Administration. 

It is not our intention here to go 
into the history of REA; to defend 
its objectives, argue its merits or 
traverse the complexities of the job 
it is trying to do. With the political 
theorists who hold that it is not the 
business of the government to bring 
the blessings of modern plumbing or 
electrical convenience to the farmer, 
we must be allowed to beg off. We 
would, however, like to clear up any 
misconceptions that exist as to the 
manner in which the work is going 
forward and we would like to re- 
assert our interest as stated at the 
beginning of this article, in any pro- 
gram designed to put money in the 
pockets of everyone who has a stake 
in the future progress and growth of 
the industry. 

The facts about actual progress 
REA has made can be stated briefly: 
Some 340 “projects” have had funds 
allocated to them out of the $95,- 
000,000 so far available of the $410,- 
000,000, 10-year program authorized 
by Congress. These 340 projects com- 
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prise roughly 75,000 miles of line which 
has been either built or is in process 
of building and serves, or will serve 
when energized, about 250,000 rural 
customers not previously receiving 
electric service. Under a_ simplified 
form of line construction, costs have 
averaged about $1,000 a mile being 
as low, in some cases, as $600. Cus- 
tomers average about three to the 
mile varying again, in some cases, to 
as high as six. 

Contrary to popular belief, REA 
does not cover the entire country. 
Work is going on in six “divisions” 


‘which are as follows: (1) Ohio, In- 


diana, Michigan and Kentucky; (2) 
Tennessee, North and South Carolina, 
Mississippi, Alabama, Georgia and 
Florida; (3) North and South Da- 
kota, Minnesota, Wisconsin and 
Northern Michigan; (4) Nebraska, 
Iowa and Illinois; (5) Kansas, Mis- 
souri, Oklahoma, Arkansas, Texas 
and Louisiana; (6) Virginia, West 
Virginia, Maryland, Delaware, Penn- 
sylvania, New Jersey, Massachusetts 
and Maine. Nothing west of the 
Rockies, it will be noticed, is included 
and the projects in New England 
are confined to corner pockets of two 
states. 

No project is eligible for REA 
funds in communities of over 1,500 
population. Existing projects usually 
contract for electrical energy, on a 
wholesale basis, from the local electrical 
utility company. REA project bor- 
rowers sell no electrical merchandise 
except in one or two isolated in- 


Priming 


By the end of June, 1938, the Rural 
Electrification Administration will have built 
75,000 miles of line and connected 250,000 
new customers... But to make these projects 


pay, they must get them to use appliances... 


Here’s how they are going about it 


George D. Munger, head of REA'S Utilization Division (load-building) is a 
former winner of the McGraw Award for cooperation and comes to his present 
position from the Electric Home & Farm Authority. 
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Another farm group at Watseka, Ill., listen a one of REA'S field representatives 
from the Utilization Division, talks to them of the benefits of electricity in every- 
day farm work. 


By LAURENCE WRAY 


stances where no dealers existed to 
cash in on the opportunity made avail- 
able. In all projects, the active co- 
operation of the local utility com- 
pany and existing appliance dealers 
is a primary objective—generally at- 
tained. 

Roughly speaking, REA may be said 
to be a holding company operating 
a number of utility companies in 
various parts of the country over 
which they have no control. The meas- 
ure of success of the project which 
owes its existence to money made 
available by REA, may be said to be 
the number of customers connected 
to the new lines, and the degree to 
which those customers consume kilo- 
watt-hours. 

And that brings us to the main 
point of this article . : 


Making Projects Self-Sufficient 


Projects, after all, are people— 
people living in rural communities 
which, for one reason or another, 
have not been connected to the power 
lines. Life, up to the time electricity 
is made available, has been on a 
pretty primitive scale judged by any 
standard. The excitement that pre- 
vails among the members of a project 
at the seemingly Utopian idea of hav- 
ing running water and a bathroom 


in the home, presents a simple cri- 
terion of the social upheaval the ar- 
rival of electricity brings in its wake. 

But loans are still loans—not gifts 
despite a fairly wide-spread notion 
that the government is some kind of a 
Santa Claus. And REA loans, like 
any other kind, have to be repaid. 
There is only one obvious way an 
REA project loan can be repaid out- 
side of a local utility company taking 
over the obligation: the project asso- 
ciation or mutual must make a profit. 
And there is only one way for them 
to make a profit: they must make 
more money consuming current co- 
operatively than they pay for the 
energy at wholesale rates. 

That’s the whole story in a nutshell. 

REA knows that that is the prob- 
lem. They are not lending money on 
the simple assumption that it will 
be paid back some time, some how. 
And so the Utilization Division of 
REA was born. It has only one func- 
tion: to educate and bring to the 
attention of project members the 
uses to which electricity may be put 
on the farm. No far-flung organiza- 
tion was put into the field to do this 
all-important work; some power com- 
panies have more trained people in 
the field, working a single county, 
than REA has for the entire six di- 
visions of the organization. To be 
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Here are a group of farmers taking part in an REA utilization meeting at Ocilla, 
Ga. Note the display of appliances on the stage, made possible by dealers 
tieing in with the load-building program. 


4 


Getting the farmers up onto the stage at these REA utilization meetings is half 
the battle. When they see, handle and use the appliance they become enthusi- 
astic and the saturation on the local lines begins before they are constructed. 


brief, there are three people to each 
division—eighteen people in all—car- 
rying on the educational work of 
REA. Three people to cover as many 
as seven or eight states. These three 
comprise a home economist, an agri- 
cultural engineer and a_ utilization 
representative who acts as a sort of 
chairman of the three. 

From the appliance industry stand- 
point, the importance of this work 
can hardly be estimated. True, these 
250,000 customers who will be re- 
ceiving power when the present 340 
projects are completed and operat- 


ing, represent but a fraction of the 
country as a whole. But it is a frac- 
tion that has never before been 
reached; it is a fraction that have 
money with which to buy appliances 
and equipment to utilize the power 
being brought them; it is a _ frac- 
tion that will have a profound edu- 
cational impact upon future rural 
developments. 

Dealers, as soon as the possibili- 
ties of the situation are made mani- 
fest, are quick to do their part in 
spreading the gospel. And as an ex- 

(Please turn to page 26) 
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EARING one’s self away 
fiom a red hot stove in mid- 
winter requires considerable 


will power. Outside the eager apd 
the nipping air, as Mr. Shakespeare 
put it, lies in wait for sensitive ears 
and noses. 

So what, asks the buyer in Poca- 
tello, Idaho, is the reason for a 
three-day shenannigan to the Chicago 
markets ? 

Why carry on a flirtation with 
pneumonia? Why make one’s wife 
suspicious that here goes Charlie on 
another binge? Why make the lit- 
tle woman wonder what he is doing 
among the bright eyed cuties of the 
big city? Why spend money when 
that traveling man will be at the 
Olmstead House in another two 
weeks with this line? 

Reasonable questions, those. For, 
to use Damon Runyon’s expression, 
most buyers get alongside of con- 


In going to market one gets to rub 
noses with big men. Here's a Swartz- 
baugh meeting his public. 


Associated items flourish naturally at 
the Furniture Mart, Rosalie Flank 
says. 


siderable porterhouse in their life- 
times. They know the good things 
of life, and their hips are beginning 
to run over into their side pockets. 
Averaging around 50, they have to 
take care of themselves. 

To anyone who has ever walked 
the slippery, wet streets of the old 
Chicago wholesale district, dodged 
into overheated rooms and out into 
the cold, and grabbed sandwiches in 
Weiss’ restaurant, the markets as 
they exist today appear to have been 
born out of a desire for comfort and 
an agreeable place to do business. 
Magnificently they have succeeded. 

However, it is not the fact that 
one can proceed cozily to market 
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The mamma often goes to market with the old man these days; sees shows, shops happily; eats 


good food. This is the Stevens 


these days that is the compelling 
force. Electrical dealers face a 
changing world. It is significant that 
the Walker Hardware Store in Oak 
Park sells cute, little chairs and 
hassocks with radio. It is a token 
when Emmett Sullivan of Belvidere, 
Ill., has some tricycles for sale in 
his appliance store. It is a symbol 
when the Good Housekeeping store 
in Dayton, O., sells a lot of doodads 
to decorate a house, when the 555 
Store in Little Rock, Ark., offers 
natty home bars. 

A lot of traffic items are coming 
into the electrical merchandising pic- 
ture. Morley-Murphy of Milwaukee 
says that linoleum goes naturally 
with refrigerators, as many women 
cover their kitchen floor when they 
buy a box. Associated merchandise, 
if you please, but still it has a place 
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in the electrical dealer’s set-up. 
Virtually all major appliances can 
be bought from a page of literature 
or at a distributor’s meetings. But 
learning how to display that mer- 
chandise, and the smaller decorative 
associated items which go with it 
calls for a trip to market. 

In a sense the three big markets 
in Chicago are reversing a trend in 
distribution—almost as remarkable a 
feat as the reversing of the Chicago 
River. During the depression “buy- 
er’s market” a trend of sitting back 
and waiting for salesmen to call you 
up. Gradually dealers realized that 
the cost of selling trips was in- 
cluded in the bill, that they were also 
paying the price of unsuccessful 
sales. solicitations. Ergo, it was 
cheaper for the dealers themselves to 
go to market. 

The Furniture Mart, almost awash 
in the waves of Lake Michigan, is 
the oldest of the Chicago markets. 
A salesman, Billy Wilson, had an 
intuitive flash that it was silly to 
sell furniture from photographs. 
Aided by Lawrence H. Whiting in 
its financing, the $15,000,000 build- 
ing was opened in 1924. More than 
20,000 buyers passed through its 
doors in 1937. Electrical appliance 
people occupied space from the start, 
but not until 1931, when the vitality 
of appliances was recognized, was 
special attention given to their culti- 
vation. Last spring the Furniture 
Mart saw fit to concentrate appli- 
ances on the fifth floor, and as this 
is written, chisels are clinking as re- 
modeling for more space proceeds. 

The Merchandise Mart has pos- 
sibly the most romantic story. Back 
in 1906, when Marshall Field was 
gathered to his fathers, so great a 
gold mine had Chicago real estate 
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100 per cent indoors, the January mer- 


() W chandise fairs in Chicago introduce 


1938 appliances to the country’s buyers 
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ago proved that Field’s will stipulated roster of officers numbers such men Hie tuo os 
yuy- that certain revenues be re-invested as A. Bersted of Bersted Mfg. Co., ‘ ° a8 oe aq 
yack in real estate. To James Simpson, C. S. Maginnis of the Fair, Chicago, a0 ees on ag 
you Field's lieutenant and successor, goes and W. A. Ricker of the Boston ee a oe 
that credit for foreseeing the need and Store, Milwaukee 00 
in- usefulness of a central market. It For the first time, January 9, Te tae io 
also was he who bought the “air rights” 1938, the 11th show will break away ue 708 oe 
stul over the Chicago Northwestern rail- from the bedroom tradition, and hold no sau a8 Rae 
was road tracks, who built for $26,000,000 the major appliance display in ex- ee Os 
s to the world’s largest—but not tallest— hibition hall in the basement. hei 
building on a site known a hundred “There will be 400 manufacturer alee 
yvash years ago as Wolf’s point. displays,” said Mr. Edwards, “and ES 
, is Here, under one roof, the Mer- we expect 4,000 house furnishing 
kets. chandise Mart houses a total of floor buyers representing jobbers and de- 
an space equal to the entire Chicago partment stores rather than dealers.” 
r to loop acreage. Some 24,676 people a Especially hot items, dressed up 
phs. day go through its doors to work. and marked down as show specials, 
, in Twelve major fields of merchandise will bear certificates calling atten- 
aild- are represented, seen by 33,000 tion to this fact. This merchandise, 
than buyers. offered nowhere else, is an induce- 
its The National Home Furnishing ment to get buyers to the show. 
ance Show was born as a need for a The business of house furnishing 
tart, place to show home furnishings. A is always hungry for new ideas, new 
ality place where elderly buyers could sit gadgets. The business of merchan- 
was comfortably in their own rooms for dising such items constantly calls for 
ulti- conferences, between visits to exhib- new displays, new associations of 
‘ture its) The lank, large, newly finished merchandise. So Chicago lumps them 
ppli- Hotel Stevens, yawned for such ex- together for the multiple buyer, 
this hibits. From one floor, with mer- wraps them up with comfort. 
; re chandise tucked cozily into stripped A liberal education is gleaned 
Is. bedrooms, the show has grown until from a visit and buyers are cashing 
pos- it fills five floors. Warren Edwards, in on the prestige their trips give 
Jack Its secretary, is still the guiding their stores. Apparently going to 
was genius of this non-profit organiza- market pays—at least three fairs are 
at a tion, whose president is A. W. Bud- looking forward to the greatest at- 
state denberg of Lisk Mfg. Co., and whose tendance ever this January. 
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ATEST government releases from Washington report that Ameri- 
can farmers have more money to spend today than at any time since 
1929 .. . farm income up 743 millions the first nine months of 1937. 


There’s the market to shoot at. Remember, 5 out of every 6 American 
farms have no electric service — so it’s gasoline powered washers, as 
well as other gasoline powered equipment, that they are going to. buy. 
Government reports also indicate that rural electrification is moving 


slowly — and it will be many years at least before any material num- 
ber of additional farms will be on hi-lines. 


So there’s your market — but these orders won’t come to you — you'll 
have to go after them. By all means display models of gasoline powered 
equipment on your floor and in your windows — demonstrate them 
to every customer who comes in your store. Orders will be easier to 
get if the equipment you sell is powered by a Briggs & Stratton motor. 


One million of these world-famous 4 cycle gasoline motors, now in 
use on American farms, have earned the respect and confidence of your 
farmer prospects . . . Sell where the money is — out on the R.F.D. routes! 


BRIGGS & STRATTON CORP., Milwaukee, Wisconsin, U. S. A. 


This Selling Stat t 
cA Timely Suggestion: Now’s the opportune time to reach your 
Er ts a Hi-Line Shortly farmer prospects. See your Postmaster about placing advertising matter 


There is no need for him to 


— furnished you by manufacturers of gasoline powered equipment — in 


Gen every R. F. D. box in your territory — without addressing or stamping. 


comforts of modern appli- 
ances. He and his family 


can have them right now. 
Then, if the hi-line comes, 
these gasoline powered 
appliances can be changed 
over for electricity at small 


MILWAUKEE,WI5.U.5.A. 


L 


BRIGGS & STRAITO 


GASOLINE 


—_ MOTORS 
— — 
— 
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WHERE 10 FIND EXHIBITORS AT THE 3 APPLIANCE SHOWS 


EXHIBITORS IN MERCHANDISE MART 


Alliance Mfg. Co., Alliance, O. 

American Gas Accumulator Co., 1029 Newark Ave., Elizabeth, N. J. 
Apex Rotarex Corp., 1070 E. 152nd St., Cleveland, O. 

Bersted Mfg. Co., Fostoria, O. 

Carron Mfg. Co., 415 South Aberdeen St., Chicago, Ill. 

Chicago Electrical Mfg. Co., 6333 West 65th St., Chicago, Ill. 
Delco Appliance Co., Rochester, N. Y. 

Dominion Electric Mfg. Co., Mansfield, O. 

Dormeyer, A. F. Mfg. Co., 4316 No. Kilpatrick Ave., Chicago, Ill. 
Knapp-Monarch Co., Bent & Potomac Sts., St. Louis, Mo. 
Landers, Frary & Clark, New Britain, Conn. 

Made-Rite Corp., 10750 Berea Rd., Cleveland, O. 
Manning-Bowman & Co., Meriden, Conn. 

National Enameling & Stamping Co., 270 N. 12th St., Milwaukee, 
Potter Refrigerator Corp., 220 Delaware Ave., Buffalo, N. Y. 
Robeson-Rochester Corp., 173 Anderson Ave., Rochester, N. Y. 
Samson-United Corp., 8 Jones St., Rochester, N. Y. 

Stern-Brown, Inc., 42 Orchard St., Long Island City, N. Y. 
Swartzbaugh Mfg. Co., 1501 Bancroft St., Toledo, O. 

West Bend Aluminum Co., West Bend, Wis. 


EXHIBITORS IN AMERICAN FURNITURE MART 


American Stove Co., Lorain, O. (510-A) 
Automatic Washer Co., Newton, la. (529) 

Barlow & Seelig Mfg. Co., Ripon, Wis. (531) 
Barton Corp., West Bend, Wis. (641-2) 
Binghamton Washer Co., Binghamton, N. Y. (1115) 
Blackstone Mfg. Co., Jamestown, N. Y. (509-A) 
Coleman Lamp & Stove Co., Chicago, Ill. (549-A) 
Coppes, Inc., Nappanee, Ind. (544-A) 


Detroit-Michigan Stove Sales Co., Detroit, Mich. (504) 


Detroit Vapor Stove Co., Detroit, Mich. (521) 

Edison General Electric Appliance Co., Chicago, Ill. (17-139 R.M.) 
Estate Stove Company, Hamilton, O. (914) 

Frigidaire Corp., Dayton, O. (508-A) 

General Household Utilities Co., Chicago, Ill. (519) 
Getz Power Washer Company, Morton, Ill. (512-A) 
Gibson Electric Refrigerator Corp., Greenville, Mich. (1115) 
Heinz & Munschauer, Buffalo, N. Y. (513-A) 
Holland-Reiger, Inc., Sandusky, O. (713) 

Hurley Machine Co., Chicago, Ill. (514-A) 
International Oil Burner Co., St. Louis, Mo. (513-A) 
Johnson Motors, Waukegan, Ill. (514-B) 

Kelvinator Corp., Detroit, Mich. 

Landers, Frary & Clark, New Britain, Conn. (513-B) 
Lonergan Mfg. Co., (549-B) 

Majestic Radio & Television Corp., Chicago, Ill. (525) 
Motor Wheel Corp., Lansing, Mich. (509-B) 

Nineteen Hundred Corp., St. Joseph, Mich. (511-A) 
Norge Corp., Detroit, Mich. (521-2) 

Ohio Foundry & Mfg. Co., Steubenville, O. (512-A) 
One Minute Washer Co., Newton, la. (514-B) 
Perfection Stove Company, Cleveland, O. (514-A) 


Renown Stove Co., Owosso, Mich. (51 1-A) 

Southern Metal Products Corp., Huntsville, Ala. (517) 
Sweeper-Vac, Worcester, Mass. (713) 

Tinnerman Stove Co., Cleveland, O. 

Voss Bros. Mfg. Co., Davenport, la. (515-B) 


NATIONAL HOUSE FURNISHING MANUFACTURERS 
ASSOCIATION EXHIBIT AT STEVENS HOTEL 


A-B Stoves, Inc., Battle Creek, Mich. 

Adler Mfg. Co., Louisville, Ky. 

Altorfer Bros. Co., Peoria, Ill. 

Aluminum Cooking Utensil Co., New Kensington, Pa. 
American Rolling Mill Co., Middleton, O. 

Apex Rotarex Corp., Cleveland, O. 

Bendix Home Appliances, Inc., South Bend, Ind. 
Bersted Mfg. Co., Fostoria, O. 

Birdsell Corp., South Bend, Ind. 

Birtman Electric Co., Chicago, Ill. 

Boss Washing Machine Co., Cincinnati, O. 

Brannon, Inc., 14307 Third Ave., Detroit, Mich. 
Chicago Electric Mfg. Co., 6333 W. 65th St., Chicago, Ill. 
Chicago Flexible Shaft Co., 5600 Roosevelt Ave., Chicago, Ill. 
Clements Mfg. Co., 6650 S. Narragansett Ave., Chicago Ill. 
Conlon Corp., 19th & 52nd Ave., Chicago, Ill. 
Copeland Refrigeration Corp., Detroit, Mich. 
Dominion Electrical Mfg. Co., Mansfield, O. 

Easy Washing Machine Corp., Syracuse, N. Y. 
Fairbanks, Morse & Co., Indianapolis, Ind. 

P. A. Geier & Co., 540 E. 105th St., Cleveland, O. 
A. C. Gilbert Co., New Haven, Conn. 

Hamilton Beach Co., Racine, Wis. 

Hill-Shaw Co., 311 N. Desplaines St., Chicago, Ill. 
The Hoover Company, Canton, O. 

Horton Mfg. Co., Ft. Wayne, Ind. 

Knapp-Monarch Co., Bent & Potomac Sts., St. Louis, Mo. 
Leonard Div., Nash-Kelvinator Corp., Detroit, Mich. 
A. J. Linderman & Hoverson Co., Milwaukee, Wis. 
McGraw-Electric Co., Minneapolis, Minn. 

Meadows Corp., Chicago, Ill. 

National Motor Co., Springfield, O. 

National Stamping & Electric Works, Chicago, Ill. 
Peerless Mfg. Co., Louisville, Ky. 

Potter Refrigerator Corp., Buffalo, N. Y. 

Progress Vacuum Corp., Cleveland, O. 
Samson-United Corp., Rochester, N. Y. 

Silex Co., Hartford, Conn. 

Standard Transformer Corp., Chicago, Ill. 

Superior Electric Products Corp., St. Louis, Mo. 
Stern-Brown, Inc., Long Island City, N. Y. 

Universal Cooler Corp., Detroit, Mich. 

Walker & Pratt Mfg. Co., Watertown, Mass. 

West Bend Aluminum Co., West Bend, Wis. 
Westinghouse Electric & Mfg. Co., Mansfield, O. 
Youngstown Pressed Steel Div., Warren, O. 

Zenith Machine Co., Duluth, Minn. 
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ONE -A- MINUTE! 


@ The General Electric Triple-Thrijt Refrigerator set 
competition back on its heels in 1937. It was a G-E 
year! America bought this first choice of millions at 
the rate of one-a-minute. And would have bought more 
had they been available. General Electric now offers 
even greater values for 1938. Factory capacity has 
been increased 50%. It is going to be another G-E year! 
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@ Take the MAINLINE and go places in ’38! It’s the most direct 
route to bigger NET profits. @ General Electric, the recognized 
world leader in all things electric, makes available to you a 
complete line, identified by a trade-mark that is the accepted hall- 
mark of quality and is familiar to practically every wired home 
in America. @ Get Aboard the Big Train”! It’s not an “excursion 
special” but a through train that will take you where you want 
to go. No detours! No stop-overs! @ G-E Products are years 
ahead —while others experimented G-E perfected! General Electric 
Company, Appliance Division, Nela Park, Cleveland, Ohio. 


Refrigeration. 


G-E WASH ERS 


of “Packaged” Comme 


MILK COOLERS 


better prices, better promation! 


ROTARY IRONERS 


performance, 


G-E FLATPLATE AN 


EVERY product proved PY 


GENERAL ELECTRIC 
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ANOTHER ‘ 4 
G-E ELECTRIC SINKS G-E DISHWASHERS G-E GARBAGE pISPOSALLS G-E WATER HEATERS ke 
G-E BEVERAGE COOLERS GE WATER COOLERS : 


Yes, Sir! Now you can offer a Monarch 
Electric Roaster Range at a price that 
puts it within the reach of thousands of 
new buyers. Magnificently styled, it is full 
porcelain throughout, has four ebonite 


10-QUART capacity Patented Electric Roaster. 
Ideal for baking, roasting and stewing. 
Cover drops into slot at back of range or 
affords extra working surface. 


PAGE 


SIDE WALL and bottom heating units built 
around the New Top Roaster, together with 


3-heat switch, provide economical opera- 
tion and accurate heat control. 


Go MoveERN 


black burners with chrome pans, black 
hardware, and illuminated dial temper- 
ature control on both the 17” oven and top 
roaster. This new Roaster Range is an ex- 
clusive Monarch product. Let it be a real 


DECEMBER, 


ROASTS a large turkey, an entire meal or 
a single dish. Cooking may be done in 
enamel inset, easily removed from roaster, 
or in utensil placed on cooker floor. 


sales builder for you. Write today for 
literature, photographs and prices. Be 
sure to specify Model 57KSBW. 


MALLEABLE IRON RANGE COMPANY 
121 North Lake Street » BEAVER DAM, WISCONSIN 


WITH MONARCH 


BAKES cookies, bread, biscuits and all kinds 
of pastries. Use aluminum trivet or baking 


pans placed on trivet. Automatic t 
ture control insures even baking. 
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court while I was overseas that 

I heard of a gawking Kentucky 
mountaineer who was capturing all 
marksmanship records. Amazed by 
his performance, his colonel asked, 
“How come?”, He explained that his 
invalid father, with a family of fifteen 
children, too poor to buy much food, 
had placed a muzzle-loader with a 
single charge in his hands each morn- 
ing for years, and had instructed him 
to go out and kill a breakfast. So, 
said the lad, “You see, Colonel, I 
ain’t been used to missing much.” 

Good marksmanship is as essential 
in salesmaking as in any military en- 
gagement. We can take a lesson from 
this mountaineer lad. I know many 
appliance salesmen who fire away at 
random, wasting selling cnergies on 
worthless prospects. They make loud 
reports but hit no marks. Nothing 
appears organized about their selling 
activities. Their aim is often cock- 
eyed. Often, in the presence of sales 
game, they become confused. They 
flush too many birds who get away. 
Salesmaking is a matter of coordinat- 
ing skill, aim, understanding, persua- 
siveness and selling tools to make each 
movement count with least waste of 
sales powder. Nothing is more pleas- 
ant than the ping of a sales argument 
travelling true to its mark. Nothing 
is more uselessly discouraging than 
the whine of a sales story that passes 
over the heads of the prospect and is 
wasted and lost. 

Comes another year end when it 
is good to check up on our marks- 
manship. Just like anything that runs 
can get out of order, so can sales- 
manship. Like a product that occa- 
sionally needs some adjustment and 
service attention, so do we salesmen. 
We may have a screw loose some- 
where. Our sights may require ad- 
justing. Our barrels, perhaps, should 
be cleaned. There may be some new 
equipment that would make us more 
efficient. Certain gadgets might be 
added. Is your selling performance 
better than at this time last year? If 


|: WAS at Neufchateau or Mire- 


“The over-trained salesman . .. has been 
tushed into all kinds of complicated training 
systems . . . he knows everything and does 
nothing." 


“The artists in appliance selling go about doing maximum good and making maximum 


earnings . 


. . They paint a picture of home enrichment through appliances . . ." 


The Salesman is an Artist 


—unless he is undertrained or over-trained 
.... Here are some examples of all kinds 


By GERALD 


not, what is the matter with you? 
To live in this, or any other profes- 
sion, there must be constant yearly 
progress. Canvass your situation. 
Admit your weaknesses. Determine 
to improve. All the cherries aren’t 
going to be on the tree in 1938. A 
lot of sales shaking must go on! 
Wide acquaintance among appliance 
salesmen has convinced me that there 
are five classes: (1) The Untrained 
(2) The Overtrained (3) The De- 
trained (4) Those Needing Retrain- 
ing and (5) The Artists. In which 
class are you? Training is mental 
and emotional food which is like any- 
thing else one devours—you can have 
none of it, too little of it, too much of 
it, or you can eat it in that perfect 
balance that causes perfect digestion 
and efficient application of energies. 
I shall never forget the boyhood 
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"The untrained salesman, sent out with 
a lick and a promise, has his ambitions 
wounded..." 


experience of finding my pal, Jack 
Cross, badly wounded in the woods as 
we boys were hunting. His dad had 
given him a Winchester repeater but 
neglected to give him the fine points 
in handling it. Going through the 
brush, a twig tripped the trigger, and 


E. STEDMAN 


plenty more than the melon-cooning 
antidote of rock salt busted through 
his right limb. Untrained! I have 
seen just as disastrous results in ap- 
pliance salesmanship. A merchant 
hires an eager sales recruit, equips 
him with sales tools, gives him a lick 
and a promise, sends him out to wound 
his ambitions because of no training 
in the persuasive art of using the sales 
materials provided. He becomes a sort 
of fourth of July nigger chaser, ex- 
plosively blowing around to damage 
sales for everyone else. Sometimes, 
after a masterfully ignorant blast of 
energy, he becomes discouraged and 
quits to tell everyone else how lousy 
the opportunity is. And often he runs 
berserk, promising prospects weird 
concessions that live to haunt the mer- 
chant. 
(Please turn to page 16) 
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> “Isn't it attractive?” 
4o4,% “1 can just picture it in 


my dining room” 


IS TALKING ABOUT | 


RITTENHOUSE 


Get Your Share of the Profits by Stocking 
the Line That Has Everything 


e SuPeERB TONE e@ SMART STYLING 
e Prices e ComPLeteE LINE 
e@ NATIONAL ADVERTISING @ DEALER HELPs 


Why should I stock Rittenhouse Electric Door 
Chimes? Because point by point comparison shows 
tnat they lead the field from any angle—tone, style, 
quality, rugged construction, popular prices—plus ex- 
tensive national advertising in leading magazines. 

“Stop Door-Bell Nerves” is the message in Ritten- 
house national advertising that is bringing in thousands 
of customers to stores everywhere. The unmatched 
tone quality and smart styling of Rittenhouse Door 
Chimes win customers easily. They buy . . . and tell 
others . . . a cycle of profits for you. Reason enough 
why you should stock them. 

Rittenhouse Door Chimes were selected exclusively 
for House Beautiful’s Bride’s 
Hlouse, House and Garden’s 
Ideal House,5-Star Homes and 
others. Proof of leadership. 

The Rittenhouse line con- 
sists of tubular and bar chime 
models retailing from $1.00 
to $10.00. Tubular model, 
shown at left, $7.00 list. 

business-producing wall 
demonstrating board 19” 
- high x 26” wide which en- 
ables the prospective cus- 
tomer to hear as well as see 
the chimes, is available. In 
addition, newspaper mats, 
circulars are furnished with- 
out charge. 

Cash in on “Door-Bell 
Nerves.” Stock the Ritten- 
house line. 


SOFTONE MODEL R 
BAR CHIME 


MITTERMOUSE 


Agvectatt 0008 


Get the details from your electri- 
cal wholesaler or write us today. 


The A. E. RITTENHOUSE CO., Inc. iW} 
Dept. 303 @ Honeoye Falls, N. Y. (Est. 1903) ; 
NATIONALLY ADVERTISED 
IN THESE MAGAZINES ' 


WALL TYPE | 
DEMONSTRATING BOARD 


The Salesman is an Artist 


It is dangerous to permit an wumn- 
trained salesman to perform without 
supervision; dangerous for him, the 
merchant, the manufacturer. Appli- 
ance selling is an art that renders the 
greatest of services, and is possible of 
healthy average earnings, compared 
with other pursuits. Fine thing 
about it is that you can start per- 
forming at once, properly supervised, 
where a medical man has to spend 
years in college and internship to 
equip himself to function. But at the 
end of our lives as appliance sales- 
men, there will still be something to 
learn. It is a profession that is more 
technically commanding than any 
other. The rudiments should be given 
to us before we start active selling. 
After that, there should be reserved in 
our weekly time schedule a few hours 
for the methodical improvement of 
our arts of sales persuasion. It is as 
much an art to mold a mind as to 
design a building, to design a machine, 
or to diagnose an illness. The sales- 
man must learn the persuasive arts, 
the ability to dramatize basic home- 
making needs, skill in the translation 
of his products as answers to those 
needs. He must know behaviorism, 
emotions, logical array of argument. 
He must be able to sway, command, 
cudgel and conjure. No architect, 
engineer, physician or designer has a 
greater technical requirement—and 
none have a loftier opportunity to 
serve American life. 

If untrained so that he stumbles, it 
is seldom the salesman’s fault. Too 
many manufacturers have no training 
program; as proved by the fact that 
the greatest problem reported by mer- 
chants is lack of training materials. 
Too many appliance distributors fail 
to set up a training system, as proved 
by the fact that less than 50 per cent 
of appliance merchants have sales 
training classes of any type. And 
too few appliance merchants give 
much of a damn, after enlisting the 
fledgling, as proved by the fact that 
upon survey, more than 30 per cent 
cannot declare what the outline of a 
training procedure should be. 


Over-training Bad 


It is as disastrous to be over-trained 
as to be untrained in appliance sell- 
ing. This is an error now rampant. 
Realizing somewhat suddenly that the 
crucial control in appliance merchan- 
dising is the salesman, industrial in- 
terests have rushed into all manner 
of complicated training systems, hop- 
ing to synthetically solve the situation 
by providing more information, more 
complex in nature in swifter time than 
can be effectively applied. In allo- 
pathic doses, a so-called shot in the 
arm, there has been the construction 
of mathematical, black-magic, and 
academic training courses by those 
who, knowing there was still ignor- 
ance of what constituted an effective 
training course, are interested in sell- 


CONTINUED FROM PAGE I5 


ing a Goldberg cartoon. The sheer 
complexity of such stuff has made it 
attractive. Merchants have earnestly 
taken it on. Salesmen have been 
trained on its pseudo-scientitic bases, 

So Sam Heavensword, good friend 
that I admire, explained to me recently: 
“IT puffed around for three months, 
studied the formulae each night, found 
myself more conscious of trying to 
remember what I should say in front 
of the prospect than of the fact that 
I was facing her and having to con- 
vince her. I gave the thing up. It 
was too complicated. After all, my 
success depends upon persuading her 
and I’ve got to keep my mind on my 
work.” Sam was nearly ruined by 
over-training. There are only a few 
fundamentals in the persuasive de- 
livery of a powerful selling impression, 
but there are many quack interests 
producing training courses to sell; 
unsound, theoretical, or too compli- 
cated, under which many are flounder- 
ing today. Their verbosity, academic 
atmosphere, their high cost, makes 
everyone feel that they are important, 
when after all, it is the homeopathic 
dose of single training ideas than can 
get into profitable momentum fast that 
counts. And that is what Electrical 
Merchandising has, is, and will con- 
tinue to do, based upon practical, 
firing line experience, through my 
articles. 


Detraining, Too 


here is a psychological law in the 
formation of habit that states that the 
thing to be remembered must be oi 
the nature that will arouse the active 
impulses. So, we attempt to provide 
some single dominant selling idea that 
vou can take out and use with success. 
Avoid over-training. Attend only that 
which you can put into use. It is 
the chap, usually, who knows every- 
thing, who does nothing. 

And then there are those appliance 
salesmen who seem constantly de- 
trained. Here is Otto Epperwald, 
very able, sidetracked by a growling 
wife. Make no mistake, salesmanship 
is an art with an emotional sensitivity 
that cannot be overlooked. If we ap- 
pliance salesmen sell to emotions, our 
hearts and verve can likewise be in- 
jured by other than rational influences. 
Then there is Bill Justise, who flunked 
badly because the merchant who hired 
him focused his attention upon the 
commissions to be earned rather than 
upon the fact that they are rewards 
for service sold. Bill teaches a Sun- 
day school class, is toned to be able 
to apreciate the service angle, has 
since got really excited about it and is 
ringing the bell; but for a time, he 
was so commission-conscious, failing 
to realize he had to produce to win, 
that he slithered. It was when he 
was trained back to an earnestness 
of purpose that he began to click! 
Then, there is Hugo Watts who got 
detrained by easily earning too much 
money—failed to realize that we all 
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are weakest when we win. He thought 
he had a walk away—and he did. But 
his lucky rhythm didn’t hold up, after 
a California forage, and when he got 
back in the traces, down on his lowers, 
the pressure of having to perform 
fogged him. He’s now on relief. His 
heart is gone. He no longer believes 
in himself. 


Retaining Needed 


Then there are those appliance sales- 
men who should retrain themselves. 
They have been in the business so 
jong they feel they know all the 
answers. They have slipped into the 
most dangerous of mental attitudes— 
they no longer ask questions. They 
ridicule manufacturers’ literature, be- 
lieving they could write it better. 
They tend to feel offensive towards 
their merchants, They see new en- 
trants spiral upward around them, us- 
ing new training technique, and they 
develop an inferiority that breaks out 
in a superior haughtiness. They love 
to recount their selling prowess to 
everyone. Often, having had suc- 
cessful prior appliance experience with 
some other line, they are hired by a 
new merchant to represent a new 
make, and are too lazy to understand 
product talking points. They feel 
they can get by with the old. Or their 
enthusiasm for the former is such 
that, unconsciously, they are not be- 
lievers in the present. Their fire has 
gone. They are embers that should 
be relighted. 


The 30 Per Cent 


Finally, there are the artists in ap- 
pliance selling—that 30 per cent of 
all who do the superlative job. Con- 
nected with correct manufacturers, 
assisted by distributors and their 
wholesalemen, representing a merchant 
and line in which they can believe, 
devoting hours each day to proper 
learning, warm in the contribution 
they are making, anxious constantly 
to improve the effectiveness of their 
selling story and to increase the num- 
ber of qualified prospects to whom 
they tell it, recognizing that time 
is their capital; they go about doing 
maximum good and gaining maximum 
earnings. They paint a picture of 
home enrichment as real, as beautiful, 
as artistic, as colorful as any artist. 
They change their palettes, clean their 
brushes, observe changes in technique, 
and stand out among their confreres 
to be watched and imitated. They 
are never detrained. They apply 
every idea and if it is good, incorpo- 
tate it into their practise. 


How Do You Stand? 


Analyze yourself. What do you 
need? Are you untrained? Are you 
overtrained? Are you detrained? Do 
you need retraining? Or are you an 
artist? It is only when you are the 
latter that you have thoroughly suc- 
ceeded. What do you intend to do 
about it next year? We of Electrical 
Merchandising will do our best to 
help you improve. 


THE WORLD’S 2 BIGGEST MOVIE THEATRES 


E SIZE AUDIENCE... 


gw the outstanding representatives in 
any classification — theatres, cities, 
mountains, rivers—and you'll find that 
the LEADERS often run neck and neck: 
Among them, the biggest in the world is 
very little larger than the second biggest. 
But here’s one case where thé LEADER is 
so much bigger than the next in size that 
there is no comparison! 

Each week The American Weekly is 
bought and read by 6,000,000 families — 
by far the greatest publication audience 
in the world. And, what is even more 
important, this tremendous circulation is 
concentrated in the country’s richest buy- 
ing areas—in the active marketing terri- 
tories where the great majority of the 
nation’s families live . . . and where the 
vast bulk of all re- 
tail sales are made. 
In short, The 
American Weekly 
produces the big- 
gest consumer de- 
The mand for products 


AMERICAN 
WEEKLY 


6,000,000 NEAREST 
WEEKLY COMPETITOR 
CIRCULATION CIRCULATION 


SEAT ABOUT THE SAM 


it 


RADIO CITY MUSIC HALL 
New York City . . . 5,945 Seats 


advertised in its pages by reaching the 
greatest number of buying families... in 
the greatest number of places. 

It is sound business to stock and feature 
products that have this matchless selling 
support. It means quicker turnover, more 
sales, greater profits for you. 


What The American Weekly is 


The American Weekly is the largest 
magazine in the world. It is distributed 
through the great Hearst Sunday news- 
papers. In 630 of America’s 995 towns 
and cities of 10,000 population and over, 
The American Weekly concentrates 677% 
of its circulation. 


In each of 196 cities, it reaches better 
than one out of every two families 

In 146 more cities, 40 to 50% of the fam- 
ilies 

In an additional 124 cities, 30 to 40% 

In another 164 cities, 20 to 30% 


... and, in addition, more than 2,000,000 
families in thousands of other communi- 


ties, large and small, regularly buy and 
read The American Weekly. 


**The National Magazine with Local Influence’’ 
Main Office: 959 Eighth Avenue, New York City 


reaches twice as large an audience as the second biggest 
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1938 REFRIGERATOR 


You'll hear this super-value Stewart-Warner 
: raised more and more as other 1938 lines are announced. © 

i Foe only the Stewart-Warner is completely new—in exterior 
_ beauty as well as interior convenience. _ 

_ With “More for your money” proved by the most ail 
visible evidence in history—with more than doubled advertis-_ 

_ ing support—and with exclusive FREE Floor Plan and retail - 
— : _ Finance Plans to speed sales and profits—Stewart-Warner is | 
again headed for record sales—and record dealer profits. 


STEWART 
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Nothing is too good for baby, either as i 
and Wanamaker demonstrated in 
1910 with this family group surrounding 


electric bottie warmer 


Tableau tor a 1910 afternoon tea. When Wanamaker's, New York age 


appliances in 193700 


bis is the 1910 version of elec boys. The landlady might smell 
ting as demonstrated gt the cooking but it wos 


maintain our own serv- Sellj 
ice department in which we and peed Merchand; 
see that not a nickel is ever t Service és 
3 charged to our customers for ful Usines, of any Success. 
repair or upkeep of Norge °cideg Partner and 
{or ot products. In three years time Our lead; ke N 
view? we find the cost of main- Were tp "8 ling 
re teats! e tenance to be exactly Norge hly soli 
he go? $1 2.00. een Ve, We. 
ne? my 
* 


Rollator Compression Unit 


PAGE 20 


| 
CONCENTRATOR GAS and ELECTRIC RANGES 
— 
| AUTOBUILT WASHERS and DUOTROL IRONERS: 
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NORGE erases 


sel] Noy Pleasure t not only sell Norge but eto 
thorough st Alte | use Norge products in any ess 
'Serators Fall re home—everything from \ or an 
eell ma v arket | Low-Temp refrigerator ° 
to sel] range, washer, is 
Rollatoy *Clusively, burner. | 
'ehigerats in th Othe, pects the idea of a Norge: 
es ade equipped home.” 


“Red Ink” Months with... 


BETTER PRODUCTS—MORE PROFITS—HIGHER TURNOVER 


VERY month is a profit month for appliance dealers 
who handle the full Norge line! There is always sales 
activity in Norge Rollator Refrigeration, Concentrator Gas 
or Electric Ranges, Autobuilt Washers, Duotrol Ironers 
and package heating and commercial refrigeration equip- 
ment. 1938 products—greatest in Norge history—give deal- 
ers dramatic sales features that prove Norge superiority. 


Get full details about the valuable franchise Norge is offer- 


FREE! TO APPLIANCE DEALERS! 


®@ A full volume on appliance selling and promotion. 
One of the greatest dealer helps ever produced. ‘De- 
scribes a complete plan of store operation. Tells how 
to get the most out of advertising and sales promotion. 
Reveals for the first time a new tested method of visual 
selling. No matter what products you sell, this book 
will show you how to make more money in the ap- 
pliance business. 


ing now to aggressive dealers who want to make money 
Product 
turnover is high—dealer and salesman turnover is low 


the year around as Norge Master Merchants. 


in the Norge picture. Liberal finance plans and a smash- 
ing new advertising and sales promotion program back 
the man who sells Norge to the limit. You <a 
owe it to yourself to get the whole story now. “=== 


NORGE DIVISION Borg-Warner Corporation, Detroit, Michigan 


NORGE DIVISION Borg-Warner Corporation, 
650 East Woodbridge Street, Detroit, Michigan 


r 
/ 1 I would like to receive a copy of your new book for 
appliance dealers, 
i 


NAME 


TP-2 
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PUBLIC LABELS 


LABELS...KNOWN TO THE PUBLIC 
ACCEPTED THE PUBLIC 
LABELS ... BOUGHT BY THE PUBLIC 


NOTE: It is not our desire to debate here the ques- 
tion of private versus public labels. We merely wish 
to emphasize that there is a place—an important 
place—in every store’s sales plan for Public Labels 


HE AMERICAN PUBLIC 
is demanding more and 
more these days to know what’s 
inside the package . . . what’s 
behind the cellophane . . . will 
the material shrink, fade, run... 
why should I pay more for this 
product than for that? They look 
the same! Yes, the consumer 
wants to know about everything. 
And the consumer finds a ready 
and satisfying answer to many 
of her questions in Good House- 
keeping’s public labeled mer- 
chandise. 


The Consumer Already 
Knows 


For the consumer already knows 


Good Housekeeping, knows its 
Bureau and Institute Seals and 
its Guaranteed As Advertised 
Emblems. The consumer knows 
about Good Housekeeping 
standards, its laboratories, its 
tests. She knows that Good 
Housekeeping can be trusted, 
that merchandise which it pub- 
licly labels can be bought as 
merchandise of known quality 
value. 


Nation-Wide Influence of 
Good Housekeeping Public 
Labels 


The primary reason for Good 
Housekeeping labeling and 


identification was to protect its 
readership of over 2,200,000. 
But today the influence of 
Good Housekeeping public la- 
bels extends to all women. 
They have become, in reality, 
public property—known to the 
public, accepted by the public, 
bought by the public. They are 
trade marks that actuate sales 
. that substantiate selling 
points . . . that crystallize the 
desire to buy. Probably the 
best known, most widely ac- 
cepted branded merchandise in 
this country is that merchan- 
dise which is advertised in 
Good Housekeeping — public- 
labeled and public-accepted. 


Good Housekeeping 
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REEPING into the store 

basements of the country over 

is a rising tide of trade-in 
merchandise. Radios and washers 
are there in abundance and now the 
electric refrigerators are starting to 
arrive. 

As with the old song, “who looks 
after the caretaker’s daughter while 
the caretaker’s busy taking care?” the 
question today is who’s going to 
watch over this used stuff while the 
dealer’s out after new business? 

Here are the opinions of three 
dealers, a distributor and a utility. 
All set forth their way of managing 
the situation but none have the final 
answer. 

The manager of one of the coun‘ 
try’s largest major appliance stores 
took an Electrical Merchandising edi- 
tor through his upper floors not long 
ago. There he saw a regular machine 
shop, with pickling baths, spray booth 
and every facility for completely re- 
building and refinishing washing 
machines and radios. “You can’t 
tell them from new when we get 
through,” the manager said. “We 
spend $5 to $10 dolling up an old 
washer and make 100 per cent on the 
deal. The customer gets a machine 
that works perfectly.” 

“Yes, and shuts off the sale of a 
$70 new washer for five or six years,” 
your correspondent replied. 


Alone, alone, all alone stands Howard Lane, in a wilderness of used washing machines. 


“That’s what worries me,” the 
manager stated. “It’s fine for us as 
long as we’re the only ones doing this 
rebuilding. If everyone jumped in 
the market would be dried up in a 
hurry. Is rebuilding the way out or 
is it merely a stop gap?” 

Down in Dayton, Ohio, Howard 
Lane, who has some 300 used wash- 
ing machines sitting around on the 
floor of his two basements, declares 
that sooner or later the industry will 
come to a plan that he formerly en- 
joyed with one washing machine 
manufacturer. “Back in the high 
priced days,” he says, “We worked 
under an agreement whereby the fac- 
tory stood for half the price of the 
trade-in, the salesman one-fourth and 
the dealer a fourth. The machine 
was taken from the market and de- 
stroyed. The system worked in the 
days of high priced washers and 
should be successful again.” 

Lane, incidentally, uses classified 
ads to move what trade-ins he can. 

In Milwaukee, Wisconsin, William 
F. Seemuth, president, Real Radio 
Service, Inc., declares that the radio 
market is 98 per cent saturated. He 
urges that dealers always pick up every 
radio that is traded in. 

“Every old radio floating about the 
market blocks the sale of a new set,” 
he declares. Furthermore, Mr. See- 
muth advocates actually destroying 
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Cries of “Help, help” bring 


various answers on what to do to be saved 


old radios which are obsolete or use- 
less. This would eliminate about 75 
per cent of the total, and the future 
market will be benefited accordingly. 
He advocates the reconditioning of 
old sets only where this can be done 
at very low cost for resale and the 
possibilities in this direction are 
steadily growing less. The practice 
of selling an accumulation of trade- 
ins in job lots to outside individuals 
or firms is a bad one, Mr. Seemuth 
points out as the stuff eventually 
reaches the consumer trade with con- 
sequent curtailing of new radio sales. 

A distributor declared to Electrical 
Merchandising the belief that the 
trade-in is here to stay as a perma- 
nent supply to a low-income market. 
“There has been a great shaking out 
of incomes during the past six years,” 
one stated. “We find stenographers 
getting $10 a week, printers $18 to 
$20, and the general wage level of 
the masses is back to where it was in 
1913. The price of washing machines 
has not fallen proportionately to the 
income of these groups, and that is 


why they are eager purchasers of the 
trade-in appliance. In my belief if a 
dealer can sell his trade-ins at a 
profit to a family that can’t afford to 
pay more than $30 for a washing ma- 
chine, he is merely satisfying a lower 
income level which will never be in 
the market for an $80 machine.” 

Complicating the picture is the 
attitude of some utilities who feel 
that it is more important to have load 
on their lines than: to sell new mer- 
chandise. One middle western utility 
is perfectly willing to rebuild an old 
washing machine and put it in apple 
pie order just for the sake of keeping it 
operating. Whether more utilities 
will be inclined to follow this prac- 
tice in the scramble for kilowatt- 
hours remains to be seen. 

The value of accepting used mer- 
chandise as a means of closing sales 
undoubtedly is here to stay. Finance 
houses point out the improved credit 
position of the customer when this 
practice is followed. But what to do 
with the trade-in—you tell it, as the 
answer isn’t in yet. 
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Selling 


The Unsold Customer 


ITH the increasing use of 
electric appliances and the 
rise of the saturation point 


on some of the major as well as many 
of the smaller devices, the customer 
in the lower income brackets is be- 
coming a factor of more importance. 
The man who has not yet bought 
electrical appliances and who, in con- 
sequence, uses very little electricity— 
he is the prospect that the dealer wor- 
ries about; he is the “minimum con- 
sumer” of the power company. 

Not always is he (or she) without 
buying power. Surveys of their own 
customers made by several of the 
western power companies have shown 
that apartment house dwellers, the 
people without any family life, old 
people who are not interested in mod- 
ern devices, people who live in houses 
insufficiently wired and young people 
who haven’t income enough to pro- 
vide for the conveniences of life make 
up varying percentages of the number 
of those who use minimum amounts 
of electricity. Occasionally you will 
find a downright well-to-do customer 
who is so imbued with the idea of 
economy and so little familiar with 
the story of electricity that he works 
himself into the minimum class by 
dint of carefully turning off all lights 
and not using even the appliances he 
owns. It may be said that not the 
least hopeful of the group, from the 
standpoint of selling them electrical 
equipment and improving their status 
as electrical citizens, are the young 
people with the low incomes, They 
can be shown the value of appliances 
and can be taught to want them. And 
what you really want, you usually 
manage to get somehow. 

Various efforts have been made in 
the past to sell this type of customer, 
not always with success. Pin-it-up 
lamps were tried by one utility, but 
of 500 customers worked on, only five 
lamps were sold. The Washington 
Water Power Company, with head- 
quarters in Spokane, a year or more 
ago tried low-priced lift-top refrigera- 
tors as an opening wedge. But the 
low income customer did very little 
buying, whereas the group capable 
of purchasing higher priced equip- 
ment were apt to be attracted by what 
looked like a bargain. The utility 
had no desire to spoil the market for 
dealers selling larger refrigerators— 
and so discontinued this offer. 

Recently this company has started 
a new drive to reach their “unsold 
customers.” A group of five junior 
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By Clotild 


WESTERN UTILITIES ANALYZE THE SALES 
TO THE LOW-USE CUSTOMER 


POSSIBILITIES 


salesmen has been added to the selling 
organization, whose special field is the 
selling of the smaller appliances, These 
men are employed on a $50 per month 
guarantee, with commissions which are 
very nearly double for all sales made 
to customers whose use of electricity 
falls below 300 kw.-hr. per year. For 
sale of the $29.90 Westinghouse 
roaster, which is the chief item on 
which emphasis is being laid, the 
bonus will be $7.50 where down pay- 
ment is 10 percent, $8 where it is 25 
per cent, $8.50 if 50 per cent cash is 
paid, and $9 if the payment is made 
in full. Where the roaster is sold to 
customers not belonging in this mini- 
mum group, the bonus will be just 


one-half the amount ordinarily paid. 

The principal method of introducing 
this appliance is by means of home 
demonstrations. Appointments are 
made by the salesmen for the home 
advisors to cook a luncheon or supper 
on the roaster for a church or club 
group, or to a group of some ten or 
twelve friends gathered in the house 
of some selected hostess. The system 
is much like that so successfully used 
by aluminum cooking utensil sales- 
men all over the country. A roast, 
two vegetables and a pudding are 
cooked in the one roaster and served 
to the guests, together with an ex- 
planation of the equipment. In return 
for inviting the guests and use of 


her house, the hostess is awarded a 
small reduction toward the purchase 
of a roaster or an I.E.S, lamp and, 
of course, is furnished the food. The 
salesman, of course, is present at the 
meeting and then follows up those 
present. 

In addition to roasters, special 
bonus awards are made for the sale 
of other equipment to this group of 
customers. Sale of an I.E.S. lamp 
means a 2¢ a watt commission. Socket 
appliances carry a bonus of 1/10¢ per 
watt, exclusive of motor driven equip- 
ment. These figures must be divided 
by two for sales to customers in the 
higher use brackets. 

In the suburban districts, regular 
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employees of the company will do 
most of the selling of roasters to low- 
use customers. For such a sale the 
commission is $3.50. This is just one- 
half of what is allowed them for the 
sale of an electric range, so that to 
dispose of two roasters will mean as 
much as selling a range. 

Junior salesmen are not supposed 
to sell larger equipment, but they are 
given a bonus of 20 per cent of the 
regular commission on prospects for 
larger appliances which they turn over 
to the senior salesmen. This comes 
out of the regular salesman’s commis- 
sion. 

This campaign has now been under- 
way for long enough to indicate that 
it will at least carry itself. The per- 
centage of customers in the two lower 
classes has actually been reduced by 
some 2 per cent a month. 

From the power company’s stand- 
point, of course, sales of appliances to 
low-use customers whose usage will be 
at a higher price per kw.-hr. means a 


‘larger income per year than the sale 


of the same appliance to a customer 
already using enough electricity to be 
taking advantage of the lower rates— 
hence a higher commission is justified. 
To the dealer the difference in rates 
offers an argument with which to 
approach the “unsold customer”—for 
the more appliances he uses the nearer 
he will come to enjoying cheap elec- 
tricity. 

The Portland General Electric Com- 
pany of Portland, Oregon, is also 
using the electric roaster as a means 
of approach to the low-use customer. 
They have six men making a house 
to house canvass on this appliance, 
leaving it overnight for trial if de- 
sired. Their commissions are fixed 
on the basis of sales to low-use cus- 
tomers, and are reduced by half if 
they make sales outside of this group. 

This company also held a dealer 
meeting featuring electric roasters at 
which 49 dealers were served a com- 
plete dinner cooked on three roasters. 


Possibilities of the appliances were 
talked over at the following get-to- 
gether. The result has been a wide- 
spread interest in electric roasters on 
the part of all Portland dealers. 

The Portland utilities have within 
the past few years offered free wiring 


for electric ranges over a period of . 


sixteen months. A. C. McMicken of 
the Portland General Electric Com- 
pany reports that of the 5,198 free 
range wiring installations his company 
made in that time, the majority went 
to customers in the lower income 
brackets, a large portion of whom 
were renters. An analysis of the ac- 
counts of one-third of the customers 
taking advantage of the free range 
wiring offered showed that the addi- 
tion of the range had increased annual 
bills by $26.29 on the average. Up to 
the time of its present roaster cam- 
paign, this company had felt that it 
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WINTER VALLEYS —typical consumption curve of customers using various amounts 
of electricity in one of Idaho Power's districts. It is to help iron out the winter 
valleys, which indicate non-use of electrical equipment ,that the domestic service 


department survey is being made. 
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CUSTOMER CONSUMPTION IN MONTHS —the chart of domestic kilowatt-hour sales 


per average residence customer for the year 1936, shows peak use in August and 
September. Note the figures on range and water heater saturation for the vari- 


ous districts, shown at the left. 
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CUSTOMER CONSUMPTION IN YEARS—this chart shows the domestic kilowatt-hour 


sales average per residence customer on the lines of the Idaho Power Company 
for the eight year period from 1929 to 1937. Note the sharp drop in use from 


1930 to 1934, 
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had not been able to change the num- 
ber of minimum use customers ma- 
terially through the sale of lamp 
socket appliances or I.E.S. lamps. 

In southern California, the San 
Diego Consolidated Gas & Electric 
Company has had good results in 
reaching the “unsold customer” by 
setting out on definite sales campaigns 
with some one selected appliance. 
Small radios and I.E.S. lamps have 
been found to be good items with 
which to start the opening. Within 
the past eight years this company’s 
minimum group has dropped from 
23.6 per cent in 1928 to 11.2 per cent 
in 1936. 

H. C. Rice of the Southern Cali- 
fornia Edison Company believes that 
long term financing is the answer to 
the problem of reaching people whose 
incomes are small and he foresees the 
necessity of help for the dealer in 
carrying this paper if he is to have a 
part in the program of selling. He 
places appliances which can be sold to 


this group, on sufficiently long terms, 
in the following order: refrigerators, 
washing machines, better lighting, 
electric cookers, including roasters, 
casseroles, etc., table appliances, elec- 
tric ironers. 

Patrick Johnson, general sales man- 
ager of the Puget Sound Power & 
Light Company, on the other hand, 
suggests that buying will possibly be 
in the order of: lights, iron, washing 
machine, radio, electric clock, table 
appliances and then whatever major 
appliance fills most the immediate 
need of that particular family. 

Lower priced reflector lamps and 
radios are suggested by H. H. Court- 
right of the Valley Electrical Supply 
Company of Fresno as good appli- 
ances with which to initiate the “un- 
sold customer” into the delights of the 
greater use of electricity. Trilite 
lamps offered on reasonable terms 
offer the best means of reaching this 
group, thinks W. C. Mainwaring of the 
B. C. Electric Railway Company. 

Why not carry out a direct by mail 
campaign, followed if possible by per- 
sonal solicitation among this group of 
customers, asks J. Clark Chamberlain, 
whose experience as secretary mana- 
ger of San Diego’s Bureau of Radio 
and Electrical Appliances, has given 
him widespread experience in dealing 
with the prospects attracted to the 
electrical shows for which the Bureau 
is famous, By using non-commercial 
salesmen, whose position was that of 
investigator and goodwill agent, with 
nothing to sell, he believes the power 
companies could build up a_ better 
understanding of the economies of 
greater electrical use. - Likely pros- 
pects, if deemed advisable, could be 
turned over to dealers. 

Home service workers are used by 
both the Idaho Power Company and 
the Utah Power and Light Company 
in answering their low-use customer 
problem. Last year the Idaho com- 
pany conducted a study of 524 cus- 
tomers located in and around Boise 
who use only lighting and small ap- 
pliances. Generally speaking this 

(Please turn to page 77) 
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ample of what these first projects 
mean in actual business, let us ex- 
amine two that are in different stages 
of development: 

The first: in Boone County, In- 
diana, backs up to the much-publicized 
Ohio Farm Bureau cooperatives, 
described in these pages last month. 
The Ohio organization, however, is 
not an REA project and dealers are 
not permitted to sell to Farm Bu- 
reau members—a piece of business 
which is reserved for that body ex- 
clusively, The first section of line on 
the Boone County association was 
energized on July, 1936, and the 
table below shows the percentage of 


Priming the Farm Pump 


CONTINUED FROM PAGE 7 


In other words, just one of the 
small projects out of 340 or so na- 
tionally, are going to dig down in 
their pockets and buy electrical equip- 
ment to the tune of $50,000 as soon 
as the current starts flowing over the 
wires. That’s what REA _ means. 
These instances could be multiplied 
indefinitely. Down at Lenoir, N. C., 
for instance, one of the first things 
the Caldwell County Mutual decided 
upon was plumbing. And so a local 


Appliance Boone County Ten year National 
Nov. 1936-July, 1937 old line 
ae 83.2 84.3 89.0 93.2 
Washing machines ........... 51.9 63.2 7a8 52.5 
Vacuum cleaners ....... ...... 26.9 48.2 45.8 48.9 
Toasters cikatdwetaatcckdueie 18.9 35.5 44.5 52.3 
Electric ranges ................ 01.4 4.2 16.9 7.9 
Refrigerators ................. 9.9 19.9 15.5 41.1 
Electric clocks ............... 0.0 5.4 12.1 41.6 
eee 1.4 6.0 11.0 31.8 
0.0 2.4 10.2 20.9 
Water heaters ................ 0.09 1.8 0.46 ad 


appliance saturation in November of 
that year—some three months later 
and the saturation as of July, 1937, 
one year later. With it is a compari- 
son of the appliance saturation ob- 
taining among rural customers on a 
line ten years old, taken from a recent 
survey, after ten years market pro- 
motion, and figures on national ap- 
pliance saturation taken from ELEc- 
TRICAL MERCHANDISING’s annual sta- 
tistical issue. 

It will be seen in the above table 
that appliance saturation, on the lines 
of this comparatively recent REA 
project in Boone County, come close 
to equalling and, in some cases, sur- 
pass the saturation obtaining among 
rural customers who have been con- 
nected to the lines for a period of ten 
years. 

And now let’s look at another REA 
project, this time the South Side 
Electric Cooperative of Blackstone, 
Va. This line, serving 162 customers 
is in process of completion and should 
be energized within another month 
or so. In the meantime, the three 
horsemen of the REA Utilization Di- 
vision have been hard at work in the 
territory. Among other things they 
held a meeting in some local hall 
and passed out cards to the 162 mem- 
bers of the project attending. These 
cards asked the members what appli- 
ances and equipment they were going 
to buy as soon as the line was ener- 
gized. The cards were tabulated at 
the end of the meeting and copies 
given to every dealer in the territory 
—a first-rate prospect list. The cards 
showed that the 162 members were go- 
ing to buy, immediately, over $50,000 
worth of equipment broken down as 
follows : 

29 ranges 

105 refrigerators 

67 washing machines 
31 vacuum cleaners 
116 radio sets 

12 sewing machines 
68 water pumps 

3 feed grinders 

14 5-h.p. utility motors 
8 milking machines 
2 milk coolers 

21 cream separators 


11 brooders 
124 small appliances 
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plumbing contractor who got the bid 
is putting in 171 bathrooms as a re- 
sult. REA worked just as hard on 
this plumbing angle as they did on 
the appliance angle. If the farmer 


wants running water before he wants 
to cook electrically or preserve his 
food electrically that’s all right. The 
utilization division is working on the 
theory that the farmer should buy only 
what he can profitably use. 


The Five Steps 


Now REA officials know perfectly 
well that if the project is going to be 
made self-sufficient, which means that 
they are going to make fairly com- 
plete use of the electrical energy being 
brought to them, that the time to go 
about selling them, or educating them, 
on the job electricity will do, is right 
at the start when enthusiasm and in- 
terest are high. If everything were 
left until the lines were constructed, 
there would be a long, slow interval 
before equipment would be installed 
and before the load would be repaid. 

Consequently, five steps have been 
worked out which begin at the first 
crack of the gun—that is, when the 
loan contract is first approved, Suc- 
ceeding steps are timed to coincide 
with (2) the time the construction 
contract is approved, (3) when con- 


An REA representative explains to a 
farmer what the power line will be like. 


Another cooking demonstration in progress 
at Carrollton, Ga. This is an REA meeting. 


struction actually begins, (4) one 
month after construction has begun 
and, (5) when the line is finally ener- 
gized. 

Here’s what happens with step No, 
1—when the loan contract is approved: 

The directors of the rural project, 
or the elected officers, are faced with 
their first problems. Wiring needs 
must be surveyed, wiring loans pro- 
vided where necessary, bids obtained 
for plumbing and wiring and con- 
tracts let. For each move, REA has 
prepared letters to be sent out to in- 
dividual members, statements to the 
local weekly or daily paper and book- 
lets are made available which deal 
with wiring, lighting and plumbing, 
Group meetings are then held with 
contractors and another for members 
of the project. Applications for REA 
loans to finance wiring or plumbing 
installations are made _ wherever 
necessary. 

So far, you see, not a line has been 
started, not a house wired. But the 
load-building part of the program 
is already under way. Wherever pos- 
sible, REA’s utilization people help in 
holding meetings as do the members 
of Agricultural Extension Service. 

Step No. 2—when the construction 
contract is approved means that ac- 
tual construction will start soon. By 
this time (the project directors are 
told) wiring and plumbing surveys for 
the individual members should have 
béen completed and whatever financ- 
ing is found necessary. Another let- 
ter of wiring, plumbing and adequate 
lighting and a pamphlet on lighting 
are sent to members. Another state- 
ment is sent to the newspapers. And 
posters, supplied by REA, tacked up 
in prominent places to reach a lot of 
people. Everything is done to make 
the work a community effort. ' 

Step No. 3—when construction be- 
gins—finds the project well under 
way. House and farm wiring are be- 
ing completed ready for the juice 
which will flow in the near future. 
Now it is the time to be thinking 
about appliance promotion. Dealers 
are all brought into the picture to do 
a specialty selling job on electrical 
devices and project members are ac- 
quainted with the fact that appli- 
ance financing, through the Electric 
Home & Farm Authority, is prepared 
to finance appliance sales as well as 
wiring and plumbing jobs. More let- 
ters are mailed, more statements sent 
to the press and a dealer meeting 18 
held in which the names of all project 
members are turned over to cooperat- 
ing, reputable dealers. 

One month after construction has 
begun—Step No. 4 for the project 
directors—should find wiring contracts 
and plumbing contracts complete. 
Group meetings are now held and 
demonstrations made of appliances. 
Dealers and contractors are advised 
to have lighting fixtures and farm 
equipment in stock. At about this 
time, also, project directors should 
check up on the number of houses 
wired and service contracts obtained 
to be sure that the minimum number 
to make the project self-sustaining 
have been obtained. More letters and 
statements to the press, all prepared 
by REA headquarters, are sent out 


(Please turn to page 79) 
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Kokomo, Indiana Coy 


NINETEEN. HUNDRED: CORPORATION 


ST. JOSEPH. Micy. 
December 10, 1937 ST. 
Dear Morrie: 
You asked me what kind of ad 


at the Janua 


our displays 
Chicago. Well, I can't write a fancy aq but pos 
I can tell you plenty that washer and ironer buyers will want to know. 
First, we are 


fing to show a private brand line of machines to department ee > 
store buyers which they can control exclusively in respect to Price and is r 
Policy. 


Will be Sponsored by a 
Stores who have already 
Second, there wil] be o 


ur nationally advertised 1900 Whirl 
we will display at the Ameri 
Furniture Show. 


Finally, when 


you lay out the ads, you may suggest to the buyers that they 7 
may get in touch with me before the markets if they wish territories held anes | 
Open. 

Sincerely yours, 


General Sales Manager 
Nineteen Hundred Corporation 
John A, Hurley/gg 


Mr. M. E. Louth, Pres. : 
Advertising Service, 


_ 
— 
Ballroom Space 21, during 
"A, during the 
eature flexibility of merchandising due to 
wide range of models, color Selection, substantial mark-up. 
nee For instance, from the many models in the 1900 Whirlpool line, the dealer as * Se 
may select a Complete white line. Yoy know, of course, of the growing 
a _ demand for white machines. The whole deal will be backed up by a strong 
“ft 
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NORGE MEN. 
Detroit 


P. B. Zimmerman, vice president in 
charge of sales, chins with John H. 
Knapp, assistant to president Howard 
Blood, at the Norge convention. 


James A. Sterling, Norge merchandise manager, greets Joe Block, president of 
Gibson Co., Indianapolis distributor as Bud Gass, Gibson sales manager, looks on. 


Howard Blood, Norge president and C, D. 
Donovan, manufacturing and financial 
genius, hold a tete-a-tete during a Norge 
banquet session. 


Pete Sampson, Sampson Electric, Chicago 
Norge distributor, gets John Park, Norge 
treasurer to listen to a good one. 


W. J. Schnelle, Texas Norge Sales Co.; P. B, Zimmerman, Al Robert L. Ripley of “Believe it or Not" fame, shakes hands with 


Meyer, Leo J. Meyberg, Los Angeles and San Francisco; and John H. Knapp while P. B. Zimmerman, vice president in charge 
G. N. Tobias, sales manager of Radio Distributing Co., Detroit. of sales, looks on. 


= 


W. R. Currie, Rogers-Majestic, Toronto; J, P. Tollenaar, N. V. 
Hollandshe, Ing. Mij., Amsterdam, Holland; W. T. Burnham, C. B, Warren, Norge New York distributor and his staff check in 
Toronto; P. H. Fukunaga, Honolulu; F. H. Kosmider, M. G. at the annual Norge convention in Detroit. 

Fiegehen, Toronto and R. W. Gifford, Norge export manager. 
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CUSTARD CUP CAMPAIGN— Oscar, you will see, had a custard cup left at his door by a 


salesman, with the information that five others were ready to be handed to him free if 
he would fill out the blank and deliver it to the Blue Seal Appliance Co., at 3111 Troost 
Street, Kansas City, Mo. Information desired was the name of a family without a 
refrigerator. 

Man who developed this strategy was Joe Porter, Jr. ,of the Kansas City Power & Light 
Company, who had meter readers turn in names of non-owners. These cards were dis- 
tributed among dealers, who offered their salesmen 10¢ for each contact on cup-giving- 
away calls. When Mr. Non-owner came in to collect the balance of his half dozen Pyrex 
cups (cost 16¢) he found himself face-to-face with nice, new electric refrigerators, amaz- 


ingly easy terms. In addition, he turned in the name of a prospect. 


Out of 19,000 cards delivered, only 500 cases of error occurred, by way of meter reader 


mistakes. Shown is Jay Williams, of Blue Seal Appliance Co., who was one of the local 
bears in getting out a lot of Pyrex. Collecting his cups is Oscar. 


ADVERTISING MEN— Rarely shown in Electrical Merchandising are advertising men. Here 
is Clark Wilmot, vice-president of Brooks Smith & French, Detroit advertising agency, 


Judd Sayre and W. H. Leininger of Bendix and Willard S. French of the agency. 


SEES MORE FLOOR SELLING——From the view- 
point in the big chair in Detroit, it looks to 
Floyd Slasor of General Electric Company as if 
the shift in retail selling is from door to door 
work to floor selling. 

“People are fed up on door knockers," says 
Mr. Slasor. “There is a fine chance for dealers 
to get people into the store by advertising 
rebuilt trade-ins. There is a distinct strata of 
population which cannot afford high priced 
merchandise, and in attracting them there we 
developed enough prospects for new merchan- 
dise to keep the salesmen busy. Aided by 
specials and with the help of trained sales 
people merchants enjoy an obvious opportunity 
in this direction. 

"The popularity of cash contests shows the 
need people have for money. Classified adver- 
tising of bargains can be depended on to get 
crowds. One dealer that | know in a town of 
around 170,000 people has six salesmen who 
make no cold canvass calls. One of them not 
so long ago had a $750 a month tap. These 
men work on a commission of 5 per cent and 
the balance of the money is spent in advertis- 
ing ae the public into the floor. The idea 
works. 
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BETWEEN THE TWO HORNS OF A DILEMMA—"The commercial manager of a util- 


ity,” says C Graham who happens to be one for the Evansville Gas & 
Electric Company, in Indiana, “today is caught between two horns of a dilemma 
—whether to sell a low priced box or sell long term financing.” Mr. Graham 
thinks that the next best move in the refrigeration business is to work out 
attractive trade-in terms that will bring in the boxes originally sold to the 
higher income homes. 

Evansville, due to it being a refrigeration town, has a high level of saturation. 
Aiding Mr. Graham in his campaign was the flood which put a lot of old time 
electrical refrigerators out of commission. . 


“GET THOSE SMALL APPLIANCES out in the open at Christmas time," says Alva Smith, 


who invented the Nesco roaster. 
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FORECASTS NEW MIXER COOK BOOK—Prophesying that fur- 


ther simplification of recipe mixing would further popu- 
larize the mixer, Miss Anne Sutter, Home Service Director 
of the Duquesne Light & Equitable Gas Company, Pitts- 
burgh, gave Electrical Merchandising one sample idea, 

"| do not believe that this busi of standing by a 
mixer and sifting ingredients in gradually is going to save 
much time for women," she said. ‘I discovered that it is 
much simpler to dump in all butter, sugar and eggs in the 
mixer at one time, then all flour with baking powder, then 
all liquids. You can go away and do other things while it 
beats up the recipe. Furthermore, you are protected from 
overbeating, which destroys the life of the baking powder.” 

Another suggestion advanced by Miss Sutter was rimless 
pans for baking biscuits in an electric oven. One gets a 
much better product by turning the old fashioned pan 
upside down and putting the biscuits on top of what used 
to be the bottom," she said. 


FAIR AND WARMER, SAYS TREADWAY— 

T. C. Treadway, Jr., of the Treadway Elec- 
tric Co., Little Rock, Arkansas, pointed to 
the fact that he was in shirt sleeves on 
November 29, he also declared that the 


PIERCE GIVES ELECTRIC RANGES ‘‘FRIGIDAIRE”’ 


future looked like it would be fair and 
warmer for the electrical appliance business 
in the South. Collections were a great deal 
better, Mr. Treadway declared, and mer- 
chandise was moving. The firm handles 
Hamilton-Beach, Manning-Bowman, Toast- 
master and other small appliances. 


NAME— Even if electric ranges are hot, 
sentiment among dealers, salesmen and dis- 
tributors is to the effect that "Frigidaire" 
is a pretty good name to put on them, 
Frank R. Pierce, manager of Frigidaire's 
yma division tells Electrical Merchan- 
ising. 


So the famous refrigerator trademark has 
been going on ranges since September 8, 
and will be added to other items in the 
near future. Marketing plans were released 
toward the end of the year. 


util- 

s & 

nma 

ham 

out 

the 

Kon. IT WON'T BLOW AWAY HERE—Not one out of ten refrigerator sal r ber to 

Ree put their card under the lid of the box, says John P. Hamilton, manager of Ryal's Inc., 
Fennell avenue store, Detroit. 

"If you've got a booster proposition—if you want your customer to send you leads— 

it's mighty important to leave your name, teleph ber and proposition behind. 
Your card won't blow away under that lid—put it there." 


SLYE BLASTS CHISELLING— Asserting that trade-ins are a normal phenomena of the 


—_ appliance business like partial payments, Sidney G. Slye of the Dayton Appliance 

Store, Dayton, Ohio, urges that cooperative pressure be applied to stop chiseling. 
_ The thing is a vicious circle, he declares, and it eventually ends up by ruining 
r the profit in the line. If dealer associations make good in Dayton it will be of 


great service he declares. Mr. Slye believes in concentrating sales effort on larger 
refrigerators which allow a substantial profit. All too many stores sell a lot of 
little boxes, he says, with the natural result that they sell more of them than 
anything else. The policy of keeping the larger refrigerators out front and the 
price leader merchandise under cover would be a good one, he thinks. 
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@ Nowhere in 
the world can 


you shop as many 


housewares and ap- 


and Pottery 


JAN. 3-19 


INCLUSIVE 


pliance iines—as in this 


you up or hamper And you'll do it all ina friendly, 
your work. Here you _ alert atmosphere that will send | 
can shop in comfort, get the you home filled with practical new 
‘city within a city’—The Mer- complete picture of new mer- merchandising ideas. Write today 
chandise Mart. No traffic delays, | chandise in every price range, for your registration blanks and 
compare, analyze, shop back and full information. 


Manufac- 


JANUARY 


SHOW 


no sleet, snow, forth, and thus know you're right 


or slush, to slow before you buy. 


—AND DON’T FORGET THE EVER-POPULAR FOURTEENTH FLOOR KOOLER 


MERCHANDISE MART 


CHICAGO 


THE GREAT CENTRAL MARKET + WELLS STREET AT THE RIVER 
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nO WONDER THE 
MERCHANDISE MART 
HAS BECOME THE 
| 
| wORLD’S BIGGEST 
| BUYING CENTER! 
| i Here you will find displayed: yoke 
| 314 Housewaree and Appliance Manu- 
: facturers 
turers 
85% of the enamelware leaders 
15% of the electrical appliance leaders I 
15% of the aluminum leaders 
715% of the lamp leaders 
= 


Congress 
YOUR Guidance....NOW 


An Opportunity for the Million Readers 
of McGraw-Hill Publications to Help 


Business Recovery 


ODAY, everybody sees that private industry 
alone can lead the march back to prosperous 
times. Business leaders, labor leaders, legislative lead- 
ers, and now the National Administration, all agree 
that the leadership must pass from government to 
private enterprise. As spokesman for the Adminis- 
tration, Secretary Morgenthau has said: 3 
“The basic need today is to foster the full appli- 
cation of the driving force of private capital. We 
want to see capital go into the productive channels 
of private industry. We want to see private business 
expand.” 
So do we all. Nothing can take the place of ex- 
panding business. The business man needs it to meet 
his expenses and earn a profit. The investor needs it 


to put his capital to productive use. More than any- — 


one else, the workman needs it for a steady job at 
regular wages. And the government needs it to get 
the revenues required to carry on. Everyone needs 
better business; there is no other way forward. But 
if business is to resume its leadership, government 
imust revise its policies to make the shift possible. 
' Everyone who knows anything about federal taxes 
knows that the present system is not sound; it has been 
made even less so by some of the experiments of the 
(last few years. However good those experiments may 
be in theory, their practical result is to frighten busi- 


ness men and investors from taking the risks that are 
necessary for business revival. As Secretary Morgen- 
thau puts it: 

“We realize that our tax laws are too complicated; 
we want to make them less so. We realize that there 
are inequalities; we want to elimindte as many of 
them as we can.” ; 

With this encouragement from the Administration, 
Congress now must get at the job. Many see the need, 
but it is Congress that must do something about it. 
What it does will depend on how it interprets the 
views of the people. The time has come for the people 
to tell their Congress what they want. 

At no time since 1929 have business people—em- 
ployers and employees — had So promising an oppor- 
tunity to impress their views and their needs on the 
Washington government. The iron is bot; now is the 
time to strike! 

Specifically, these three needs are urgent: 

First — Repeal the undistributed earnings tax. As a 
producer of revenue it is discredited. Its chief effect 
has been to obstruct recovery and curtail employment 
by holding back the normal plant improvements by 
industry. Such improvements make for higher effi- 
ciency, the only means by which consumers can get 
more for their money, without loss of income as pro- 
ducers. Altogether, the undistributed earnings tax 
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obstructs development, destroys employment, and en- 
courages unsound financial practices. It should be 
repealed. 

Second— Repeal or amend the capital gains tax. 
As it now stands, the investor who sells securities 
when prices are rising must give the government a 
large slice of his profit; but when he sells on a falling 
market he must eat his own losses. That is a one-sided 
and unfair proposition. It is heads-the-government- 
wins, tails-you-lose. It discourages the sound invest- 
ment practice required by stable business. It should be 
repealed or amended to allow adequate deductions 
for losses. 

Third—Reduce the excessive personal surtaxes. 
These high taxes were designed to reach for 75 per 
cent of the rich man’s income. Whatever may be said 
for that objective in theory, it doesn’t work in prac- 
tice. It appears to “soak the rich” but in fact it is a 
blow in the air. For the rich can escape by hoarding 
their wealth in tax-exempt securities— municipal and 
government bonds rather than industrial securities. 
It is the latter that create productive enterprise, with 
orders for business and jobs for workers. So the effort 
to exact excessive taxes from the rich drives funds 
out of industrial employment and into government 
bonds; at the same time it dries up the source of the 


desired taxes. Excessive surtaxes are a good example 
of losing all by over-reaching; they should be amended 
to encourage enterprise and increase revenues. 

The America of today is possessed of the same driv- 
ing force that created it. All it asks is a chance to re- 
sume its progress. In the early days of our national 
development, government paid huge bounties to en- 
courage private construction of the railroads. Today 
industry asks no bounties; it asks only a chance to 
invest in national progress the surplus wealth that it 
has itself created. It is willing to meet the increased 
obligations of social progress and to pay its share 
of the governmental costs, but it asks relief from the 
shackles of restrictive and confiscatory taxation. It is 
ready to resume its interrupted march toward restored 
prosperity if only Congress will loosen the bonds that 
now confine it. Only Congress can effect that release. 
It can do so only by revising restrictive taxation. And 
only the American people can prevail upon Congress 
to meet that appeal and to meet it NOW. 

Congress needs YOUR guidance. Will you give 
it NOW? 


President, McGraw-Hill Publishing Co., Inc. 


If private capital and business initiative are to take a leading role in recovery — 
then it is the obligation of the business and technical press to study ways and 
means by which this is possible; to keep business and industry currently informed; 
to mobilize opinion and to make that opinion felt and understood by the gov- 
ernment, which has the power to obstruct or to encourage business and industrial 
progress. McGraw-Hill Publications recognize that obligation. We are seeking in 
this editorial effort to provide an avenue through which our one million readers— 
America’s business and industrial leaders— may indicate to the Congress the need 
to change the tax system so that industry can move forward more surely and rapidly. 
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USE THESE CARDS...NOW! 


To encourage Con gress to revise taxes NOW 
To secure extra copies of this editorial 
To get a comprehensive analysts of taxes 


To encourage Congress to act now along 
the lines of this editorial, send in one 
of the cards below—now. Studies have 
shown that an average of 4 persons read 
each copy of this publication—so four 
cards are here provided — one for each 
reader. 

Extra copies of this editorial are avail- 
able for you—at cost—should you de- 
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sire to put this into the hands of your 
associates, employees or friends. You 
may order these on the card below, too. 

Business Week is publishing in one 
of its December issues a comprehensive 
analysis of the tax situation. You may 
secure a free copy of this analysis by 


checking and mailing the card below. 
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This editorial appeal being 


made to more than a million 


persons through the following 
McGraw-Hill Publications... 


American Machinist Electrical Contracting Factory Management 
Aviation Electrical Merchandising and Maintenance 
Bus Transportation Electrical Wholesaling Food Industries 


Business Week Electrical World Mill Supplies 
Chemical & Metallurgical Electronics Power 
Engineering Engineering and Mining Product Engineering 


Coal Age Journal 
Construction Methods 
and Equipment 


Radio Retailing 


Engineering News-Record Textile World 


Transit Journal 


McGRAW-HILL PUBLISHING CO. (Washington Bureau) 
National Press Building, Washington, D. C. 


(OI agree with the recommendations made in this editorial. Please submit this 
card with all others you receive from my congressional district to my con- 
gressman together with a copy of this editorial. 


(0 Please send me.......... copies of this editorial for distribution among my 
associates and bill me at 50 cents per 100 copies. 


C0 Please send, without cost to me, a copy of the comprehensive analysis of the 
tax situation Business Week has prepared. 


(0 I do not agree with the recommendations made in this editorial —in whole 
or in part. 


McGRAW-HILL PUBLISHING CO. (Washington Bureau) 
National Press Building, Washington, D. C. 


C) I agree with the recommendations made in this editorial. Please submit this 
card with all others you receive from my congressional district to my con- 
gressman together with a copy of this editorial. 


C) Please send me.......... copies of this editorial for distribution among my 
associates and bill me at 50 cents per 100 copies. 


C) Please send, without cost to me, a copy of the comprehensive analysis of the 
tax situation Business Week has prepared. 


0 I do not agree with the recommendations made in this editorial —in whole 
or in part. 
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National Press Building, Washington, D. C. 


OI agree with the recommendations made in this editorial. Please submit this 
card with all others you receive from my congressional district to my con- 
gressman together with a copy of this editorial. 


0 Please send me.......... copies of this editorial for distribution among my 
associates and bill me at 50 cents per 100 copies. 


() Please send, without cost to me, a copy of the comprehensive analysis of the 
tax situation Business Week has prepared. 


OI do not agree with the recommendations made in this editorial —in whole 
or in part. 


Name 


McGRAW-HILL PUBLISHING CO. (Washington Bureau) 
National Press Building, Washington, D. C. 


C1 I agree with the recommendations made in this editorial. Please submit this 
card with all others you receive from my congressional district to my con- 
gressman together with a copy of this editorial. 

(CJ Please send me.......... copies of this editorial for distribution among my 
associates and bill me at 50 cents per 100 copies. 

C) Please send, without cost to me, a copy of the comprehensive analysis of the 
tax situation Business Week has prepared. 

© I do not agree with the recommendations made in this editorial —in whole 
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STEWART WARNER MEN 


Chicago 


Chairman of the meeting was John F. 
Ditzell, radio and refrigerator sales 
manager for S-W. 


T. N. Maginniss, who distributes Stewart Warner prod- 
ucts in Chicago had only a taxi ride to take to be 
present. 


One satisfactory Stewart Warner appliance leads to the 
sales of another, W. A. Bill and B. M. Kane of the 
Kane Co., Cleveland, heard. 


A couple of gross of rabbits feet for good luck in 1938 
were given away at convention. Here is Edmund M. 
Dupree, president of Star Electric and Engineering Co., 
Houston, Texas, only dealer at convention. 


Complete coverage of the household appliance field by 
Stewart Warner was announced. Here is F. E. Hiter, 


VP of sales and L. L. Kelsey. 


L. E. Bueton and Harry Lee of Morley Bros., Saginaw, 
Mich., hear that Stewart Warner has purchased a fac- 


tory in Indianapolis for appliance building. 


Wearing red carnations, N. A. Ellis of Philadelphia 
Distributors, Inc., and D. T. Lansing, who heads his own 
company in Scranton, were present. 


W. L. Cohn of Radio Equipment Co., Dallas, chummed 
at lunch with N. C. Noll of Omaha and J. Isaacman 
of Monroe Furniture Co., Monroe, La. 


ELECTRICAL MERCHANDISING—DECEMBER, 1937 


News of a 100% advertising increase on electric ap- 

pliances was one of the surprises that J. S. Knowlson, 

Chairman of Board, and J. E. Otis, Jr.. President, had 
for distributors. 


J. Isaacman, Monroe, La. distributor, John F. Ditzell, 
S-W sales manager and Fred R. Cross, advertising man- 


ager for Stewart-Warner, in conversation. 


Perennial winner of sales contests is Oliver Shaw, who 
hails from Nawth Ca'iina, suh! 


— 


News of a 42 per cent. increase in sales by Stewart- 
Warner is being digested by B. E. Palmgreen, W. E. 
Cantrell of Luthe Hardware Co., Des Moines. 
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HERE'S WHER 


You have never seen refrigerator ads like the 
tornado Kelvinator is turning loose for 1938. 
There’s plenty in them to get excited about. 

They’re in full color... they're full pages... 
they run continuously (and we mean continu- 
ously) in the most popular, most influential 
magazines in the country. 

They’ve got new “interest getting” power 
that starts with the first word and never lets up. 


‘ 


MAKIN 
= 


n 


E YOU CAN SEE THIS MiRACL 


They’ve got a new way of glorifying a beautiful 
refrigerator in pictures . . . and telling a whole 
sales-story in pictures ... that will be one of 
the big wallops of the year. 

Then there’s a smashing, fighting campaign of 
power-house space in Key Cities... listing dealers, 

BUT THAT’S ONLY A SMALL PART OF 
IT! There’s a complete, balanced, carefully- 


D-MAKING 


planned, “tailored to order” program for each 
individual dealer’s local use. 

And every detail, every word and line of it is 
sharp-pointed fighting, SELLING HELP—right 
on the target of making sales NOW! 

It’s so big and so good that you'll kick your- 
self all year if you don’t find out about it... 
and get in on it... right now! 
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THE OTHER PRIZES IN THIS 000 
_ KELVINATOR CONTEST THAT’S OPEN TO THE 
WHOLE ELECTRIC APPLIANCE INDUSTRY? 


FULL DETAILS HERE! 


Everyone in the industry can get in on it—presidents 
or office boys—ANYONE who is not on the Kelvin- 
ator office or factory payroll. IT’S WIDE OPEN! 


There’s something mighty big happening 
at Kelvinator . . . again this year! So big ~ 
we want every person in the industry to 
know and understand it from A to Z. 
That’s the purpose of this $8,000 contest 
—with its $5,000 first prize. 


Now for the facts you need to get in on 
it...simple . . . straight-forward . . . no 


red tape nor strings. 


First—See the 1938 Kelvinator line, 
and learn about the 1938 Program, through 


your nearest Kelvinator distributor. 


Second—Decide which of the following 
three factors will be most helpful to 
Kelvinator Dealers in 1938 . . . and tell, 


in a letter of 50 words or less, why. you 
think so. 


THE PRODUCT—12 

1938 models . . . sealed, silent Polar 
Power unit so amazingly efficient and 
economical it delivers 72 big ice cubes 
for le (figured at the national average rate 
for electric current) ... sensational 
new Speedy-Cube ice release . . . remark- 
able, exclusive new shelf adjustability 
...and a score more great selling features. 


1938 ADVERTISING PROGRAM 
—tremendous, continuous full-page, 
four color campaign in foremost maga- 
zines .. . tremendous “key city” campaign, 
listing dealers . . . and individually tailored 
local program for every Kelvinator dealer. 


1938 SALES-CLOSING PRO- 
GRAM—tested and proved sales- 
training materials . .. door openers... 
carefully planned seasonal selling-cam- 


paigns . . . generous customer financing- 
plans... and plenty more! 


$5,000 FOR 50 FRANK WORDS! 


See the products and get the facts from 
your Kelvinator distributor. 


Use your own good judgment as to 
which of the above factors in the whole 
mighty program will add most to its success. 


Then tell us, in a letter of 50 frank 
words or less, why you figure it that way. 
Doesn’t matter a bit which factor you 
think counts most—or whether or not 


.that factor actually does turn out to be 


most important. 


We're after frank opinions . good 
business thinking by the people in our 
own industry. And an office hoy’s letter 
will be read and considered on absolutely 
even footing with the letter from a presi- 
dent of a company. 


THE PRIZES will be: $5,000 first prize; 
$1,500 second; $500 third; and five prizes, 
fourth to eighth inclusive, of $200 each. 
Substantial enough to be worth trying 


for, in any man’s time. 


THE RULES are just three: anyone in the 
electrical appliance industry can compete 
except people on the Kelvinator office or 
factory payrolls; letters must be limited 
to 50 words; and all letters must be post- 
marked before midnight, January 30, 1938, 
addressed to DEPT. K, Kelvinater, 
Division of Nash-Kelvinator Corporation, 
Plymouth Road, Detroit, Mich. 


There you are. Come one, come all! 


SEE THE NEW KELVINATORS AND GET FULL 1938 PROGRAM STORY FROM YOUR NEAREST KELVINATOR DISTRIBUTOR! 


LIST OF KELVINATOR DISTRIBUTORS 


Albuquerque, N. M..... .. 
Amarillo, Tex............ 
Atlanta, Ga............. 
Baltimore, Md........... 
Bay City, Mich.......... 
Birmingham, Ala..... .. 
Boise, Idaho............ 
Brooklyn, N. Y.. 
Buffalo, .N. Y.. 
Burlington, Vt.. 
Cambridge, Mass... 
Casper, Wyo... 
Chicago, 
Cincinnati, Ohio......... 
Clarksburg, W.Va........ 
Cleveland, Ohio......... 
Columbus, Ohio......... 
Davenport, lowa......... 
Des Moines, lowa......... 
Detroit, Mich... 
Erie, Pa.. 
Fresno, Calif... 
Gastonia, N. 
Green Bay, Wisc... 
Greenville, N.C.......... 
Hagerstown, Md......... 
Helena, Mont............ 
Henderson, Ky........... 
Houston, Texas.......... 
Huntington, W. Va........ 
Indianapolis. Ind....... .. 
Jacksonville, Fla......... 
Kalamazoo, Mich..... .. 
Kansas City, Mo........ 
Knoxville, Tenn... .. 
Lancaster, Pa.......... 
Lansing, Mich .......... 
Lincoln, Neb.. 

Little Rock. Ark. 
Long Island “ond N. Y.. 
Louisville, Ky... 
Memphis, Tenn.. 
Milwaukee, Wisc... .. .. .. 
Minneapolis, Minn... .. .. 
Newark, N. J. Saxman 
New Britain, Conn... ... 
New Orleans, La......... 
Omaha, Neb............. 
‘Pensacola, Fla.. 
Philadelphia, 
Phoenix, Ariz.. 
Pittsburgh, Pa... 
Portland, Ore.. 
Poughkeepsie, N. 
Providence, R. |.. <x 
Richmond, Va........... 
Roanoke, Va............. 
Roswell, N. M.. 

Salt Lake City, Utah. 
San Antonio, Texas.. 
San Diego, Calif......... 
San Francisco, Calif... .. 
Savannah, Ga............ 
Seattle, Wash............ 
Sioux City, la............ 
Sioux Falls, S.D......... 
South Bend, Ind......... 
Spokane, Wash.......... 
Springfield, Mo.......... 
St. Louis, Mo.......... 
Y..........- 
Toledo, Ohio............ 
Wheeling, W. Va......... 
Williamsport, Pa.. 
York, Pa.. 
Youngstown, ‘Ohio. . 


. Albany Garage Co., 28 Howard St. 
. Raabe-Mauger Co., 112 W. Copper St. 
. Amarillo Hdwe. Co., 506 Tyler St. 
. .Graybar Elec. Co., Inc., 167 Walton St., N. W. 
.Nash-Kelvinator Corp., 1426 N. Charles St. 
. George F. Dent Co., 210 Fifth Ave. 
.. .R. P. McDavid & Co., 2104 First Ave., No. 
. Walker Electric Co., 10th & Grove Sts. 
.. .E. A. Wildermuth, 1102 Atlantic Ave. 
... Appliance Wholesalers, Inc., 320 Franklin St. 
.. .G. S. Blodgett Co., Inc., 190-200 Bank St. 

. .The Eastern Co., 620 Memorial Drive 
"Casper Supply Co., 444 S. Center St. 
. Nash-Kelvinator Corp., 2451 So. Mich. Ave. 
Graybar Elec. Co., Inc., 310 Elm St. 
.Williams Distributing Co., 406 N. Sixth St. 
. Graybar Electric Co., 1010 Rockwell Ave. 
. Pixley Electric Supply Co., 129 Chestnut St. 
.Graybar Electric Co., Inc., 400 S. Austin St. 
.The Elec. Equipment Corp., 116-118 E. First St. 


Sidles Co., 118 Tenth St. 


. .Nash-Kelvinator Corp., 4809 Woodward 

....Winter Co. of Erie, 1015 State St. 

.. Devlin Drew Co., 718 F Street 

..Moore & Stewart, Inc., 105 E. Franklin St. 
.Morley-Murphy Co., 112-14 Washington St. 
Carolina Sales Corp., Third & Cotanche Sts. 
. Bohman-Warne, Inc., 16 Summit Ave. 
Modern Utilities Co., Fuller & Lawrefice Sts. 
.Lambert-Grisham Co., Inc. 
Straus Bodenheimer Co., 1510 Preston Ave. 
.Emmons Hawkins Hdwe. Co., 1028 Third Ave. 
. Kiefer-Stewart Co., 141 W. Georgia St. 
Graybar Electric Co., Inc., 2302 Main St. 
.. North Davis, Inc., 439 Portage St. 
. Richards & Conover Hdwe., 5th & Wyandotte Sts. 
.East Tennessee Elec. Co., 612 E. Depot St. 
.. Landis Electric Shop, 121 N. Duke St. 

.Garlock Sales Co., 105 W. Washtenaw Ave. 
.. .Sidles Co., 1228 P Street 

. .555 Incorporated, Broadway & Second 


_Nash-Kelvinator Corp., 27th St. & Pearson Pl. 


Graybar Electric Co., Inc., 626 6th St. 

. Arthur Fulmer, 260-270 Monroe Ave. 
.Graybar Elec. Co., Inc., 68 N. E. 20th St. 
.Morley-Murphy Co., 424 N. Plankinton Ave. 
. Graybar Electric Co., Inc., 413 S. Fourth St. 
. .Krich-Radisco, Inc., 422-43 Elizabeth Ave. 
.Rackliffe Bros. Co., Inc., Park & Bigelow Sts. 
.C. T. Patterson Co., Inc., 800 S. Peters St. 
. . Tidewater Electric Co., 127-135 E. Olney Rd. 
.Sidles Co., 502 S. 19th St. 
. .Pensacola Hardware Co. 
. .Marquette Appliance Co., 800 S. Wash. St. 
.. Raymond Rosen & Co., N. W. Cor. 31st & Walnut 
... Electrical Equipment Co., 424 N. Central Ave. 

. .C. R. Rogers Co., 5434 Penn Ave. 

= ay Wholesalers of Ore., 123 N. E. 3rd Ave. 


..Poucher, Wood & Wallin, Inc., 407-9 Main St. 


. .Post & Lester Co. of R. 1., Inc., 89 Broadway 
.Gathright’s, Inc., 416 E. Grace St. 
. Thurman & Boone, Inc. 
....Mabie Lowrey Hdwe. Co., 115 N. Main St. 

. .Flint Distributing Co., Box 1470 
. Southern Equip. Co., Cor. Villita & Navarro 

.San Diego Standard Elec. Corp., 1407 Columbia 
.H. R. Basford Co., 425 Second St. . 
.M. Wilensky & Son, Inc., 223 E. Broughton St. 
.Graybar Electric Co., Inc., King & Occidental Sts. 
.M. H. Kirchbaum, 417 W. 3rd St. 
. Tri-State Electric Co., 407 E. Eighth St. 
.Radio Equipment Co., 213 W. Jefferson Ave. 
. Tull & Gibbs, Inc., First & Wall Sts. 
.Ozark Motor & Supply Co., 308-19 S. Jefferson 
.. Graybar Electric, Inc., 1220 Spruce St. 
. Graybar Elec. Co., Inc., 327 North West St. 
. Graybar Electric Co., Inc., 416 Ella Mae St. 
.V. J. McGranahan Dist. Co., 1702-04 Madison St. 


Jones Cornett Elec. Co. 
. Earle Rogers Co., Main & 12th Sts. 


.. .Williamsport Auto Parts Co., 241 W. Third St. 
... The Careva Co., Inc., 145-47 W. Market St. 
.. .Stambaugh-Thompson Co., 114-118 W. Fed. St. 
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WATEI 


ECOGNIZING that the new Water Flex 
method offers to our dealers and to women 
in the home the most outstanding development 
since mechanical washing of clothes was in- 
vented, we take pleasure in presenting for 1938 
the new COPPES—WATER FLEX WASHER. 
This announcement is in line with an old 
Coppes policy to offer only the most outstand- 
ing merchandise to our customers. 


When one considers the features this washing method 
offers he will readily see what prompted our decision: 


(1) No moving part ever touches the clothes—water 
action does all the work. 


(2) The clothes wearing agitator is gone! 


(3) The gear drive is gone—motor connects direct to 
impeller through an automotive type clutch. 

(4) It takes only one man to deliver this washer— 
machine can be disassembled in four minutes. 

(5) Because of its wonderful sales appeal you can 
make demonstrations and sales where you never 
could before. 


KEY-TO BIGGER*PROFITS:FOR -1938 


The exceptional sales pulling power of this Coppes Water Flex dealers will be backed 
washer has already been proved. Without a up by a forceful advertising campaign. This, 
question it will provide the way to bigger combined with the tremendous natural sales 
profits in 1938. Women are so sold on the appeal of this beautiful new washer, assures 
superiority of this washing method that they profits such as have not been seen in the in- 
_trade in practically new washers employing dustry since the *“‘good old days.”’ 

other means of washing! Wire or write for complete information. 


Coppes Water Flex will be on display at Space 544-A, American Furniture Mart, Chicago, Jan. 3rd to 
15th, and at the Home Furnishings Show, Space 53, Stevens Hotel, Chicago, Jan. 9th to 15th. 


COPPES, INC., NAPPANEE, INDIANA 
Favorably Known for 60 Years 


See the wonderful water action 
of this washer. The most scien- 
tific means of washing clothes 
ever quick! 
recognize that this machine will 
soon pay for itself in savings on 
clothes wear. 
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GLARE 


The way the pupil of the eye con- 
tracts under strong light, is a 
good demonstration of the shock 

to the nervous system 


BEGINS AT A() 


Older salesmen, steady jobs help Pittsburgh’s 
Duquesne Light Co. to its LES. goal 


HEN Jim Corbett was 
heavyweight champion of 
the world, his manager 


used to lead him into newspaper of- 
fices for sweet publicity’s sake. 
“Franklin,” he would call to some 
reporter in a battered hat, “How 
would you like to sock the champ 
in the guts as hard as you can 
smack ?” 

“I’m in no hurry to commit sui- 
cide,” was the invariable reply of 
the typewriter pounder. 

“Aw, go ahead—Jim’s just giving 
a demonstration of what scientific 


training in the manly art of self-de- 
fense will permit a man to take.” 
So the newschaser would set down 
his cigarette, cock his fist, and let 
fly a mighty haymaker at Corbett’s 
midriff—only to nearly break his back 


Joe S. Schuchert gets results because his 
men live with lighting, month in and 
month out 


swinging—because the champ stepped 
out of range an inch or two, quite 
suddenly. 

This anecdote illustrates a situa- 
tion that besets sales managers who 
tackle lighting campaigns. They are 
the bee’s knees with solid tangible 
things like washers and refrigerators, 
but somehow they can’t connect with 
a substance as gauzy as light. 

Pittsburgh has a crew at the Du- 
quesne Light Company, led by Joe 
S. Schuchert, which has “connected” 
when it came to selling lighting. 
Accordingly, Electrical Merchandis- 
ing sought out his reasons for his 
success. 

“We have twenty-five men on resi- 
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dential lighting,” said Mr. Schuchert. 
“Some of them have been on the 
job four or five years. No new men 
have been added for the last four 
months. These fellows know that 
lighting is their bread and butter— 
not something they are going to be 
switched on for a few weeks. They 
have been at it long enough to get 
the feel of the business and build 
up interesting, convincing demonstra- 
tions. This permanent group of 
older, serious workers is the key to 
what we have done.” 

These men receive $70 a month and 
commissions, which permits some of 
those who are red hot to earn up 
to $300 a month, and the group main- 


3 DEMONSTRATION 


Ideas in selling light 


2 REFLECTION 


A mirror helps show just how 
light is diffused, and what it is 
all about 


3 COMPARISON 


When prospects say old ways are 
O. K., out comes the Allen candle 
presentation 


tains an average pay of $150. They 
make twenty to twenty-five calls a 
day, and average about twelve inter- 
views. They net around three sales 
apiece. If a man moves three $10 
I.E.S. lamps daily, he will be about 
up to par, making the commission 
rate around 15 per cent. 

Incidentally the fellows go out, 
armed with lamps and light meters, 
and work without benefit of cards. 
credit ratings, or light bills. They 
are expected to put on a show that 
will convince the prospect no mat- 
ter where he is. 

The interest of the Duquesne Light 
Company was first whetted in light- 
ing a dozen years ago when some 
75,000 luminaires were put out on a 
trial basis. This was done under 
the personal direction of Harvey 
Keyes, now of the. Public Utility 
Engineering and Service Corpora- 
tion. 

A lot of customers still had bare 
lamps in their homes in 1932, when 
another campaign moved between 
12,000 and 14,000 Miller Betta Lights, 
and remedied this situation. 

Today’s drive is after a 150 watt 
minimum usage, and the principal 

(Please turn to page 58) 
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AN large percentage of the people 
you want to sell electric appliances to 
have done business with me before. 
They are the people who buy on the 
time-payment plan. 


I've helped them in their purchases of 
automobiles, refrigerators, washing ma- 
chines and other electric appliances. 
They are friendly to me because I’ve 
handled their financing court- 
eously and without friction. 


The dealer who offers them my 
service is going to be a step 
ahead of the competitor who 
hasn't my help in building 
the customer-confidence that 
helps close sales. 


You will find my cooperation valuable 
in other ways too. ; 


I know people and conditions in your 
territory. I know how to investigate the 
credit of your prospects so as to elimi- 
nate the bad risks. I remit your money 
to you promptly and take the problems 
of collections entirely off your hands. 


I am the local manager of a Commer- 


cial Credit office. I operate 
from 195 offices in principal 


RANGES HEATING & AIR 
CONDITIONING EQUIPMENT 


hf) cities of United States and Can- 
ada. Adopt Commercial Credit 
Company financing service 
for your time-payment sales, 
and let me work with you to 
get you the maximum profit. 


COMMERCIAL CREDIT COMPANY 


COMMERCIAL BANKERS 
CONSOLIDATED CAPITAL 


SERVING MANUFACTURERS, DISTRIBUTORS AND DEALERS THROUGH 195 OFFICES IN THE UNITED STATES AND CANADA 


HEADQUARTERS: BALTIMORE 
AND SURPLUS $65,000,000 
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KELVINATOR MEN 


George W. Mason, president, right, and Charles 
W. Nash, chairman of the board, left, of Nash- 
Kelvinator Corporation, engaged in deep conver- 
sation. 


Left to right: T. E. Chadwick of the Graybar 
Electric Company, Cleveland, Ohio; R. H. Davi- 
son, Kelvinator East Central Region; and Leland 
B. Flint, Flint Distributing Company, Salt Lake 
City, Utah. 


Four delegates inspecting a new refrigerator 
model. Left to right: Keith Saunders, Kelvinator 
eastern regional manager; Frank Conboy and 
H. L. Coleman, Empire Gas and Electric Co., 
Geneva, N. Y.; A. E. Ward, Utility Management 
Corp. 


Left to right: C. F. Gaylord, C. R. Rogers Com- 
pany, Pittsburgh, Pa.; R. C. Cameron, Kelvinator 
Sales Manager of Household Appliances; and 
- W. Rondel, C. R. Rogers Company, Pittsburgh, 
a. 


Marvin S. Bandoli, Sales Manager of Household 
Refrigeration, left, and Edward Heitman, Chief 
Engineer, right, take time out to be “shot” to- 
gether by the candid cameraman. 


Good fellows from Canada get together. Left to 
right, they are: G. W. Blay, Toronto branch man- 


ager, C. W. Hadden, general manager Kelvinator 
of Canada Ltd.; T. Dunne, Robert Simpson Com- 
pany, Toronto; J. S. Blay, general sales manager, 
Toronto Branch. 
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Pierre L. Miles, sales manager of electric ranges 
and water heaters for Kelvinator, center, demon- 
strates a few selling points to F. M. Turner, 
Mississippi Power Company, left, and Campbell 
Wood, director for public utilities for Kelvinator. 


Dorothy Covert, Kelvinator Home Economist; Ray- 
mond Rosen, Raymond Rosen Company, Philadel- 
phia distributor; Edward Heitman, Chief Engineer; 
M. S. Bandoli, and L. A. Philipp, Director of 
Laboratory. 


Campbell Wood, Center, Director for Public 
Utilities for Kelvinator, has a few parting words 
with M. Haynes, left, Kelvinator Southeastern 
Region, and W. B. Ellis, Jr., Duke Power Company, 
Greenville, S. C. 
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YOU CAN'T 
AFFORD TO 
PASS UP 

HOTPOINT! 


POP-ICE TRAY—Ice cubes—2 5 ZONES OF COLD — Individual 
or atrayful—instantly! Iceina zones of cold provide exactly the 
trice. A real selling feature. right temperature for all foods. 


SPEED FREEZER—Faster freez- FLEXIBLE INTERIOR ARRANGEMENT 

ing at lowercost.Foodsarekept Bottom sections removable for stor- 
safe, crispy-fresh in a gently —_ age of watermelon, large turkey or 

. floating blanket of frosty air. other bulky foods. Tip-up shelves 
adjustable—double storage capac- 


LARGE ICE CAPACITY—AIl the ice 
you want—when you want it! 
Hotpoint Speed Freezer gives you 
ice for all needs in half the usual 
time without fuss or waiting. 
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ity for unusually large bottles. 


SPEED FREEZER — Stain- 
less steel. Makes ice cubes 
and frozen desserts faster 
than ever before. Sani- 
tary; easy to clean; can’t 


| chip, tarnish or corrode. 


THRIFTMASTER — Trans- 
forms a mere trickle of 
electricity into an ava- 
lanche of freezing power. 
Vacuum-sealed, super-pow- 
ered. Only 3 moving parts, 
bathed in a blanket of oil. 


DECEMBER, 


CIRCULAIRE COOLING— 


Amazing new advancement 
which gives new speed to 
the Speed Freezer — new 
economy to the Thriftmas- 
ter. Sets new records for 
low current consumption. 
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REFRIGERATORS 


3 ADVANCED LINES OF REFRIGERATORS ... NEW CIRCULAIRE 
COOLING PROVIDES 20° FASTER FREEZING AT EVEN LOWER COST! 


Sereamlined beauty and sturdy Ho:point 

four-model — line designed for 
reel cabinets: Circulaire ing, Speed — 
Thriftmaster. Gleaming white 


Aristocrat of refrigerators 
 -‘poine’s 


YOU’LL MAKE MORE MONEY WITH HOTPOINT! 


DON’T MOVE — until you have seen 
the sensational new Hotpoint Refriger- 
ators for 1938! 

New beauty, new style, amazing new 
— that will make refrigerator 

istory —and more money for you! 

3 complete lines — 15 striking new 
models — in sizes from 3 to 16-cubic foot 
capacity. 
Circulaire Cooling, the revolutionary 
new principle, provides 20% FASTER 


FREEZING at even lower cost. 


Tray — Releases ice cubes 
or a trayful.” Ice in a trice—plenty of it. 


5 Zones of Cold — the exact tempera- 
ture for all foods. 


Thriftmaster and Speed Freezer — 
talk of the industry in ’37 — improved to 
an even higher standard of trouble-free 

rformance for ’38—and a score of plus 
| sma to help you sell ! 


EDISON GENERAL ELECTRIC APPLIANCE CO., Inc. 5620 W. Taylor Street, Chicago, Illinois 
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So don’t jump the gun! See 
Hotpoint before you sign. Put 
the complete line to work for 
you. Get ready for the biggest 
profits in your career. C 

or write your nearest Hot- 


point distributor today! 


FROM YOUR HOTPOINT 
DISTRIBUTOR! 


2 
Sanartly styled, all-steel cabinets, exclusive , with all of Hot- 
Cooling Pop-Ice Freezer, ments, plus salec-compelling refinements 
q ‘Thriftm: ter. Fiye' zones of cold..Gleam- accessories. Five zones of cold, large 
ing white baked Glyptal ice capacity, Pop-Ice Trays, flexible inte- ‘ 
| in interior. Five outstanding De- arrangement, Thriftmaster. America’s 
baked G! finish. ding value. quality r Six 
t 
i 
ELECTRIC RANGES WATER ERS 
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(asove) Ebonized Monel deflector, now standard on 
Chromalox Super-Speed closed cooking units. This 
new deflector resists heat, does not discolor or be- 
come spotty. (r1GHT) Crawford Monel-topped range 
manufactured by Walker & Pratt Mfg. Co., Water- 
town, Mass. This model available with Monel top 
only. The Chromalox Super-Speed Range Units are 


equipped with Ebonized Monel deflectors. 


The added convenience, 
plus smart appearance, 
make a strong appeal 
to modern housewives 


uT this new Crawford range on 
showroom floor—and you'll 
quickly see customers attracted by 
its silvery top of Monel.* Tell any 
range prospect that this same metal 
— dressed up in a new coat — now 
brings added convenience, and 
you'll be still further on your way 
toward another sale. Here’s why: 

1. Thousands of smart housewives 
the country over know that Monel 
brings lasting beauty to the top of 
any range. They know, too, that 
Monel’s silvery lustre is lasting — 
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safeguarded by the freedom from 
rust, and heat and corrosion-resist- 
ing qualities of this strong, tough 
metal. And, as National Advertising 
constantly tells over ten million 
prospects, Monel’s appearance im- 
proves with everyday use and clean- 
ing — takes on added lustre as the 
years go by. 


2. Now, to these advantages, Ebo- 
nized Monel adds another. Accepted 
as standard for deflector pans on 
the famous Chromalox super-speed 
closed cooking units, this black, 
shiny, Ebonized Monel brings new 
convenience. As tightly adherent to 
the metal as ink to paper, the glossy, 
jet-black coat of Ebonized Monel 
resists heat —does not discolor or 
become spotty. 
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When demonstrating Monel-top- 
ped ranges, demonstrate the Chro- 
malox units, too. Lift one out and 
show your prospect the attached de- 
flector pan of Ebonized Monel. Re- 
move this pan—and show how easily 
it can be wiped clean — how the 
black, shiny metal means an end to 
spotting, discoloration, cracking and 
chipping. Write for further informa- 
tion. Address: 


THE INTERNATIONAL NICKEL 
COMPANY, INC. 
67 WALL STREET NEW YORK, N. Y. 


*Monel is a registered trade-mark 

applied to an alloy containing ap- 

proximately two-thirds Nickel and 

one-third copper. This alloy is mined, 

/MONEL\, smelted, refined, rolled and marketed 
: solely by International Nickel. 


Dayt 


“Not only unanimous, but damn good," 
was the way Joe Rushton, new range 
sales manager for Frigidaire describes 
the housewives vote on his new range. 


Jobbers and Wholesalers are going to 

see a lot of the gentleman on the left. 

He is W. |. Buchanan, new Washer Sales 
Manager for Frigidaire. 


“Whew! What a lot of porcelain en- 

amel,"" exclaimed E. W. Goetz of Bet- 

ter Enameling, as he learned the new 

Frigidaire range was enameled both in- 
side and out. 


“Gosh, she's sure got a peach of an 

instrument board," says Larry Skutt, Chi- 

cago district manager, as he turns on 

all the dials while E. B. Dorsee, Twin 
Cities manager grins. 


Edna Ferber made Lawrence Whiting 

hero of her novel, "So Big." Today he 

heads Chicago's mammoth Furniture 

Mart and appliance men are going to 
see more of him. 


"Boy! Am | going to have fun with 

this baby," chimed Clark Wheeler, In- 

dianapolis distributor, as he started tak- 
ing the range oven apart. 
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“Well, well, so it has sliding shelves, too. That looks 
familiar," said Al Hattenbach, Pittsburgh distributor, as he 
obtained his first peek at the new Frigidaire electric range. 


"You see, it works this way,” 
says Frigidaire's chief engi- 
neer, S. M. Schweller (rght) 
as he explains to S. A. Long, 
Wichita distributor. 


"You could stand a thimble on these 

shelf bars and it wouldn't tilt," re- 

marked Herb Kennedy, (left) manager 
of the Cleveland district. 


"Now that," says R. F. Callaway, (right) 

Detroit manager, "is what | call a swell 

storage tray,’ as he shows it to R. F. 
Trant, Norfolk distributor. 


“And that," says Frank R. Pierce, man- 

ager of Frigidaire's household division, 

"is the time signal." Jerry Collins, 

(center) manager of the New York dis- 

trict, and Charley Lawson, (right) 

household sales manager, are awaiting 
the sound of the bell. 


Verna Miller's address is somewhere between Lower eight 
and Upper seven, so much time is put on the road by her. 
Here is Frigidaire's Home Economist talking to Mrs. Ida 


Miglario, editor of Household Magazine. 
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peeks who expect to make satisfactory profits in 1938 
should arrange to have the newest types of merchandise 
with the strongest selling features. Demonstrations and sales of 
Water Flex equipped washers have already proved that here is 
the answer to that need. 


The minute you secure selling rights for a Water Flex equipped 
machine your whole sales outlook changes. Women are eager 
for demonstrations of this new type washer with its revolution- 
ary features. And the percentage of “closes” is phenomenal. 


Prospects instantly see the advantage of the Water Flex method 
because it discards the agitator and cleanses by water action 
alone. No moving part touches the clothes. There is maximum 
cleansing with minimum wear. Absolute safety for even the 
most delicate fabrics. These are not just selling points. They’re 
easily proved facts. See Water Flex work and you'll understand 
why it offers your best solution to the sales and profit problem 
for 1938. 


Coppes, Inc., Nappanee, Indiana, famous in the furniture field 
for many years, and the Beam Manufacturing Company of 
Webster City, Iowa, are the first licensees to announce Water 
Flex equipped machines. Write them for complete information 
on their revolutionary new washers. 


THE BIRDSELL CORPORATION 
112 S. Columbia St., South Bend, Indiana 


NO MOVING PART 
TOUCHES THE CLOTHES 


An impeller hidden beneath the cen- 
ter post, driven at 1750 r.p.m., washes 
everything safely, perfectly—from sheer 
laces and silks to grimy work clothes. 


NO WEAR — NO STRAIN 
—NO TEAR 

The agitator is gone. There is nothing 

to strain, wear or tear the clothes. 

Things last infinitely longer when 

washed by this amazing new method. 


WATER DOES ALL THE WORK 


Water Flex is the first great improve- 
ment since washing machines were in- 
vented. Women can’t resist the tre- 
mendous appeal of this new type 

washer. They KNOW it’s right. . 
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THE BIRDSELL NAME HAS STOOD FOR FINE MACHINERY SINCE 1855 


ING 


From left to right: Mr. H. C. Faden, Edison GE Appliance Co., 

Inc., Chicago, Illinois; Mr. A. D. Byler, Edison GE Appliance 

Co., Inc., Chicago, Illinois; Mr. F. R. Elliott, Elliott Lewis Electrical 

Supply Co., Philadelphia, Pa.; and Mr. J. B. Terry, Terry-Durin Co., 

Cedar Rapids, lowa, at the Hotpoint Partners’ Meeting in Biloxi, 
Mississippi in November. 


Grant Call, Manager Commercial 
Cooking Division of Hotpoint, 
leads the band in a rousing wel- 
come to the special train bearing 
Hotpoint distributors to the Hot- 
point Partners’ Meeting in Biloxi. 


George Carnall and A. J. Heath, of General Electric Supply Corp., 


To the martial strains of the Hot- 
point band, Mrs. Mary Lowell 
Schwin trips the light fantastic in 
front of the Edgewater Gulf 
Hotel at the Hotpoint Partners’ 
Meeting in Biloxi in November. 


Philadelphia, at the Hotpoint Partners’ Meeting in Biloxi in 
November. 
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HOTPOINT MEN 


at Biloxi 


Left to right: J. M. Welch, G. H. Smith, Jean McDougal, Clinton Brown, Howard Scaife, 

Harry Warren, W. A. Grove, Advertising and Sales Promotion Manager, Mrs. Mary Lowell 

Schwin, Manager Home Economics Department, Grant Call, Charles Moreland, A. H. Jaeger, 
Irma Darnell, Ward Shafer, James Parker, D. C. Marble, M. H. Beekman. 


George A. Hughes, Hotpoint President, on the 
golf course at the Hotpoint Partners’ Meeting 
at the Edgewater Gulf Hotel. 


Charlie McHotpoint makes his debut on the 

knee of ventriloquist Ray Conlon at the Hot- 

point Partners' Meeting in the Edgewater Gulf 
Hotel in Biloxi in November. 


R. W. Turnbull, right, Vice-President and sales 
chief of Hotpoint, who presided at the Hot- 
point Partners’ Meeting. 


Mr. Lou M. Rish, Bluefield Electric Supply Co., 

Bluefield, W. Va., and Mr. S. G. Rogers, Blue- 

field Electric Supply Co., Bluefield, W. Va., at 
the Hotpoint Partners’ Meeting in Biloxi. 
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etting into the 
BUSINESS 


Number 5 of a Series 


The Helburn Company of Montgomery, 


Ala. graduated naturally from commer- 


cial refrigeration and are doing $100,000 


a vear now 


ANDLING mostly small jobs, 
ranging in size from 7 to 
30 tons, the Helburn Com- 


pany of Montgomery, Ala., of late 
has been garnering in about 80 per 
cent of the air conditioning business 
in its territory. More than $100,000 
worth of this business has been 
handled in the last six months. 


“Our main business over a period 
of 27 years has been that of outfit- 
ting eating and food handling places, 
whether a hotel, restaurant, cafeteria, 
hospital, drug store, grocery or ice 
cream parlor,’ said Sam Helburn, 
president. “These places in the last 
few years have taken the lead in 
air conditioning, so it was only natural 


View inside store of Auburn Cash Grocery, Auburn, Ala., which was recently air condi- 
tioned by the Helburn Co. The display cases also furnished by the same company. 
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that we should cater to this demand, 
especially since it merely represented 
an expansion of our refrigeration de- 
partment. 

“In taking on air conditioning, we 
didn’t go out for the big department 
store or office building installations, 
Most of this type business is handled 
direct by the manufacturers of air 
conditioning equipment and anyhow 
most of the cream has already been 
skimmed off. We preferred to go 
after the smaller cooling jobs and 
throughout the territory we serve. 
Here we think is the field for the air 
conditioning dealer.” 

In order to handle this type of 
business, the concern employed an air 
conditioning engineer, Paul Renaud, 
who works with the regular staff of 
six outside salesmen. The latter cover 
the territory and do the missionary 
work, leaving the sales engineer to 
actually close the deals and supervise 
the installations. 

An example will serve to show how 
the company worked air conditioning 
in with its business. A good customer, 
the Auburn Cash Grocery of Auburn, 
Ala., over a period of years had 
bought display cases, scales, walk-in 
coolers, exhaust fans and other simiiar 
equipment from the Helburn Com- 
pany. So when the progressive young 


Snapshot of Sam Helburn, president of 
the Helburn Company, Montgomery, 
Ala. 


Exterior view of concern's place of 
business. 


manager became interested in air con- 
ditioning his store he looked to the 
same source for assistance. 

The store is now air conditioned, 
being one of the first grocery stores 
in the South to take this step. The 
manager is delighted with the installa- 
tion as he has much less spoilage in 
his fruits and vegetables and his per- 
centage of profit is consequently 
larger. Since the store is kept cool, 
the cost of current for refrigerated 
display cases and coolers has been re- 
duced. The heat loss is less and the 
efficiency of the machines thus in- 
creased. 

The Helburn Company also re- 
cently made a 27-ton installation for a 
Selma hospital which had been one of 
its customers for years. The operat- 
ing room, doctors’ offices, reception 
room and some of the patients rooms 
were cooled. A separate cooling unit 
serves the operating room, in order 
to make sure that ether fumes are 
not diffused elsewhere in the building. 
An extra charge of $2 per day is 
assessed patients who choose the air 
conditioned rooms. 

Sales engineer Renaud first qualifies 
a prospect as to the probable cost of 
the installation. If this meets the 
owner’s tenative approval, he proceeds 
to make up a detailed survey, show- 
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ing various heat losses from lights, 
people, exposures, doors, windows, 
etc., and quotes a specific price. The 
company sublets the sheet metal work 
and has to get bids on this. 

The Helburn Company is prepared 
to make air conditioning installations 
on terms, but nearly all have been for 
cash, one advantage of working the 
smaller jobs. Occasionally a customer 
wishes terms, so that his increased 
revenues can be used to pay for the 
installation. 

The company’s force of salesmen in 
the field make from 20 to 25 calls per 
day, furnishing a daily report of sales 
and prospects. They work on a com- 
mission with drawing account. The 
plan is to make each route every three 
weeks, so that customers may know 
when to expect the Helburn repre- 
sentative. Mr. Helburn accompanies 
his men on big outfitting jobs and 
helps close the deals in the field. 

A service department for refrigera- 
tion equipment is maintained and its 
duties have been expanded in recent 
years to include air conditioning serv- 
ice as well. Mr. Helburn explained 
that bids for air conditioning should 
include sufficient overage to take care 
of the free service period. However, 
very little operating troubles with the 
air conditioning installations have been 
experienced. 

The Helburn company owns its own 
two-story home at 412 Montgomery 
Street, a feature of which is a ramp 
reaching the second floor where trucks 
may load and unload. A chute from 
the second to the first floor is help- 
ful in serving the city call trade. 

The firm advertises as “The South’s 
largest and most complete refrigera- 
tion equipment and supply house,” and 
the stock of refrigerating machines, 
cases and parts carried in stock give 
support to this claim. 


Full Store Roaster Pro- 
motion in Portland 


LECTRIC roasters have had a 

full month’s featuring by Meier & 
Frank, Portland Oregon department 
store. The campaign was started off 
with a general meeting of the em- 
ployees of all departments, at which 
the advantages of the electric roaster 
were explained and promotional litera- 
ture given out. A $2 bonus was 
awarded for prospects sent in to the 
small appliance department from other 
parts of the store. Twenty-five 
roasters were on display.in various de- 
partments of the store during this 
event, roaster demonstrations were 
carried on in the electrical department, 
special roaster windows were used at 
intervals during the month and roast- 
ers were shown in connection with 
other displays in as many as six win- 
dows at one time. Curtis E. Christy, 
manager of the department, reports 
that delivery men, who in the Meier & 
Frank store are taught to take special 
interest in customers’ problems, 
proved to be particularly good at the 
securing of leads. 


LEADERS! 


ks 


NATIONAL MAJOR 
APPLIANCE 
MARKET 
JANUARY 3—15 


New Merchandise e 
New Ideas e Profits 


Await you at the world’s largest 


major appliance center. Featuring 
EVERYTHING for the American 
Home. 


Write for admittance 
passes TODAY 
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‘SELLING THE APPLIANCE 


G-E Motors Help Sell 


Millions of these motors are driving refrigerators, washers, 
ironers, and similar appliances. Their performance has 
made friends everywhere. Prospects know that they are 
reliable; a G-E motor on your appliances carries at a 
glance a conviction of the high quality of their electric 
equipment. It says high quality more loudly than words. 


In what better way can you drive home the mechanical 
and electrical dependability of your appliances than by 
adding the reputation of G-E motors to that of the ap- 
pliance manufacturer? With such a combined sales appeal 
you can spend more time on the advantages of appliance 
ownership; the merits of your particular product speak 
for themselves. General Electric, Schenectady, N. Y. 


Filing No. 8260 
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KEEPING A USER SATISFIED 


Why They Are Trouble-free 


A domestic electric appliance must operate quietly and 
for long periods of time with little or no attention. Con- 
sider a few of the many qualifications G-E motors have 
for this job: 


Cast-aluminum rotor winding—a one-piece pressure 
casting that cannot become open-circuited or burn out. 
The rotor is one solid piece—has no wearing parts. 


‘Long-lived bearings—positive oil circulation constantly 
keeps fresh, clean oil on bearing surfaces. Bearings have 
large oil-storage capacity. Oiling is required but once 
a year. 


Quiet — rotating parts are carefully balanced to min- 
imize vibration, and the motor is mounted in rubber to 
isolate all torque pulsations. 


: 070-215 
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PEOPLE + PRODUCTS + PLANS 


Electrical Merchandising Reviewoh the Month 


December 1/937 


STEWART-WARNER BUY- 
ING MARMON PLANT AT 
INDIANAPOLIS 


Refrigerator operations to be trans- 
ferred there. 


CHICAGO—The Stewart - Warner 
Corporation recently announced that ne- 
gotiations for the purchase through a 
subsidiary of Plant No. 2 of the Marmon 
Motor Car Company at Indianapolis, 
Indiana, were in an advanced stage. 

By the purchase, Stewart-Warner ac- 
quires 22 acres of land, and buildings ag- 
gregating 539,000 square feet of floor 
space. 

In announcing the negotiations, J. E. 
per Jr., President of Stewart-Warner, 
said: 

“It is our intention to transfer all re- 
frigerator manufacturing operations from 
Chicago to our new plant in Indianapolis. 
Our Chicago plants have been running at 
a practical maximum capacity, and, to 
meet an increasing demand for our prod- 
ucts and to carry out plans for new 
lines, we found that more space must be 
had, and in much less time than it would 
take to find a suitable site and build a 
factory. The Indianapolis plant is ideally 
suited to our manufacturing operations, is 
favorably located in relation to supplies 
of raw materials and to our markets, and 
was acquired at a price far below the 
cost of erecting similar buildings today. 

“Buying the new plant,” Mr. Otis con- 
tinued, “is only one step in adjusting 
property holdings to the trends of the 
business. While we recently sold an 
unneeded office building in Detroit, we 
acquired the Indianapolis plant so that 
Stewart-Warner can continue its healthy 
growth.” 

Mr. Otis added that, while details of 
transferring the refrigerator manufactur- 
ing have not been worked out, most em- 
ployes affected by the move will be offered 
employment in Indianapolis or will, as far 
as practicable, be given work in the 
Chicago plants. 

Acquisition of the Tridiafipolis property 
brings to five the num manufac- 
turing plants of Stewart-Warner and sub- 
sidiary companies. The plants occupy a 
total of 50 acres of land, and have an 
aggregate floor space of 2,200,000 square 
feet. More than 7,000 people are em- 
ployed. 


Sound Film Advertising For 
Telechron Dealers 
The Warren Telechron Company has 


announced the first of a series of Theater 
Advertising Sound Film “Shorts” to aid 


the dealer in publicizing his own store in’ 


conjunction with Telechron Self-Starting 
Electric Clocks. 

This new sales film, produced by the 
Modern Display Film Company of Chi- 
cago, is available to dealers handlin 
Telechron Clocks and can be run at small 
cost in local movie houses. 


Like President Roosevelt, Edward B. 
Carson, president of Conlon Corp. is 
enthusiastic tarpon fisherman. 
Here's one weighing 110 pounds he 
landed at Red Fish Pass, Florida, in 
two hours. 


EHFA SIGNS SIX MORE 


Electric Home and Farm Authority 
today announced that contracts had been 
closed with the City of Lexington, North 
Carolina; City of Kinston, North Caro- 
lina; City of Fayetteville, North Caro- 
lina; Board of Light and Water Com- 
missioners of the City of Concord, North 
Carolina; City of Camilla, Georgia; and 
Missouri Rural Electric Cooperative As- 
sociation, Palmyra, Missouri. 


oN DISPLAY 
REFRIGER 


400 DEPARTMENT STORES TO REPORT 
ON APPLIANCE MERCHANDISING 
TO NRDGA 


Seven Phases of Subject to be Probed 


NEW YORK—A more comprehensive 
study of the problems of major electrical 
appliance merchandising in the department 
store field than has ever been previously 
undertaken, was initiated recently by the 
National Retail Dry Goods Association. 

An inclusive questionnaire, dealing with 
seven distinct phases of the subject, was 
mailed to some 400 member stores in an 
effort to obtain complete factual informa- 
tion on all aspects of the picture. 

W. L. Walker, manager, Vendor Rela- 
tion Bureau of the NRDGA, who 
is directing the research, said that an 
appreciation of the current eminent im- 
portance of the appliance problem in 
the operations of hundreds of stores, was 
primarily responsible for the project. 
Appliance merchandising is both a matter 
of present live interest and serious con- 
cern to merchants, he said, for these 
reasons : 


1—The impressive general advances in 
electrical appliance sales, which is adding 
to the interest of stores in their selling 
and profit potentialities. 

2—Despite this, concern among depart- 
ment store retailers because appliance de- 
partments showed an average loss of 4.8% 
in 1936, according to Controllers’ Con- 
gress figures, in the wake of consistent 
average losses in prior years. 

3—Increased conviction in the field that 
the department store represents a logical 
outlet for appliance distribution. 

4—Cooperative, cordial relations be- 
tween the electrical industries and the 
department store trade are gaining 
steadily. 


Apex’ new distributors in the northern Oklahoma and Kansas territory is the 
E. S. Cowie Electric Co. Here are C. J. Toland, Apex educational 
director; Lee E. Thorn of the Cowie Company and C. P. Lang, Apex 
Kansas City district manager, posing for their picture together. 
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The questionnaire was planned with 
recognition to the fact that merchandising 
of electrical appliances presents entirely 
different problems of those of any other 
department in the store. A letter sent 
to member stores to sound out interest 
in advance of the study brought an en- 
thusiastic response. 

The first section of the questionnaire 
seeks general information on competitive 
and cooperative conditions among retailers 
in local trading areas. It delves into the 
practices of utility companies as related to 
or affecting the operation of store appli- 
ance departments. It inquires as to the 
views and practices of the store on guar- 
antees, home demonstrations and trade-ins 
with reference to appliances generally and 
to individual lines. 

A second section would reveal policies 
as to sales and installment terms, with 
an eye to spotting changes and trends 
within a recent period. Facts regarding 
compensation of both direct departmental 
personnel and of salespersons is queried, 
including information on payrolls, com- 
missions, quota bonus, p.m.’s, etc. 

A division on merchandising statistics 
and operating expenses includes questions 
on cumulative markons, markdowns, 
stock shortages, gross margin, stock turns 
and the like for the first half of 1937 as 
compared with the first six months of 
1936. 

Installation and servicing are two 
angles of appliance merchandising ap- 
proached by the study, on which no gen- 
eral information has been previously 
assembled. On servicing an attempt 1s 
made to bring to light such questions as 
the amount paid to outside agencies for 
service, operating costs of store service 
departments, the type of outside service 
agencies employed, and methods of charg- 
ing expense. The study: explores the 
average cost per unit in delivery and in- 
stallation, with a complete breakdown of 
such cost figures, and the practices in 
the case of each type of appliance. 

The final section deals at length with 
the matter of price lines and markups. 


SAMSON-UNITED OPEN 
NEW EXPORT OFFICE 


Rounding out a program of expansion, 
Samson-United Corporation, Rochester, 
New York, announce the opening of new 
Export Offices at 377-379 Broadway, 
New York City. 

Concurrently Mr. Joseph Plasencia, 
who has been active in New York ex- 
port trade for the past fifteen years, is 
appointed Export Manager. 
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CAN'T IRON A SHIRT, EH? 


LLANER 


WERAL ELEC 
TRIC 
SHERS -iROWERS 


E. M. Farmer of Gould-Farmer, Syracuse, N. Y. G-E distributors, decided 


recently that all his salesmen should be expert ironers. 
J. A. Luce, manager, 


in practice: 


Here they are 


Binghamton division; N. Lawrence, 


Fred Plank and E. D. Ayers, wholesale reps; standing, E. M. Farmer, 
A. G. Elliott, manager of Syracuse; Bob Beehler, G-E specialist and Miss 
Mabel Ely, demonstrator. 


BIG GAS-ENGINE MARKET AMONG 
FARMERS STILL, R.E.A. ASSERTS 


WASHINGTON—Protests from the 
manufacturers of small farm power units 
charging that the current ballyhoo for 
rural electrification is ruining their mar- 
kets are received in Washington with 
considerable interest. Admitting that 
nothing would be more pleasing to them 
than a factual basis for the reports, offi- 
cials of the Rural Electrification Admin- 
istration point out, rather ruefully, that 
their utmost efforts have served merely 
to skirt the fringes of the unserved rural 
field, and that it will necessarily be many 
years before American agriculture can 
look to electricity for the major part of 
its power requirements. 

In round numbers, REA has been given 
a little over $85,000,000 to carry on its 
program, and this must last until June 


30 next. Just over $76,000,000 of this 
has already been allocated to specific 
projects, covering 76,000 miles of rural 


line tying in about 250,000 customers. 
Assuming that the remaining $9,000,000 
will follow the pattern already set, next 
July 1 will find a total of about 85,009 
miles of REA-sponsored line with perhaps 
300,000 rural customers connected. Most 
of these will be farmers, but REA lines 
also serve stores, filling stations, churches 
and other non-farm users. 

Rural uses for small power plants are 
legion. Some of them—lighting plants, 
water pumps, general utility service in 
the barnyard—are susceptible of electrifi- 
cation, if the farmer has a power line 
connection and the willingness and ability 
to buy the necessary equipment. But the 
field work, and temporary power needs 
in isolated parts of the farm, are still 
dependent upon gasoline or animal power. 
So even electrified farms will not be 
entirely lost to the small-unit salesman, 
and electrified farms are still greatly in 
the minority. Of the 6,800,000 American 
farms about 5,000,000 are still without a 
central-station connection. REA is set 
up on a theoretical annual budget of 
$40,000,000, but this may be affected by 
the Administration’s economy drive. This 
year, for example, it only got a $30,000,- 
000 appropriation, and 10% of that has 
been held back by Presidential order. 
Even the full $40,000,000 amount will 
finance only $40,000 annual miles of new 
line which, if the present average cus- 
tomer density prevails, will serve less 
than 150,000 new customers. 

Nor is there much reason for the in- 
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dividual farmer to hold back in the ex- 
pectation that he will wake up in the 
morning to find a government power line 
in front of the house. It doesn’t work 
that way. If there is a strong movement 
on to organize a co-operative power dis- 
trict in his section, and REA has given 
it definite encouragement, he might be 
justified in waiting for the outcome. 
Otherwise, there isn’t much hope; there 
are enough project applications now 
pending to utilize all the funds REA can 
logically expect for the next two years. 


NEW PLAN BOOK ON 
COMMERCIAL 
COOKING 


NEW YORK—Profit increases in 
many cases as high as 350 per cent are 
possible from “Main Street customers” of 
utilities and dealers who will push their 
sales of electric counter cooking equip- 
ment, the Commercial Electric Cooking 
Council declares in an attractive plan 
book just issued. The book describes the 
cooperative promotional program spon- 
sored by Edison Electric Institute and 
the National Electric Manufacturers As- 
sociation for stepping up sales of this 
type of equipment. 

The potential load building value of 
electric counter cooking equipment to the 
utility company compares very favorably 
with that of the domestic electric range. 
There is a potential business of approxi- 
mately one kilowatt of commercial elec- 
tric counter cooking load for each family 
in every urban community. The approxi- 
mate annual electricity used, per kilowatt 
connected, is 1,500 kilowatt hours as 
against the approximate annual domestic 
electric range use of 1,350 kilowatt hours. 
This makes it a particularly desirable 
promotional subject for utility companies, 
the Council says. 

The dealer learns in the pages of this 
book that the total average annual pur- 
chases of electrical equipment by counter 
cooking establishments is less than $200, 
whereas the potential annual market aver- 
ages above $730 


TESTING LABORATORIES 
FORM AN ASSOCIATION 


CHICAGO—Representatives of twenty 
of the principal commercial laboratories 
of the country, at a meeting in Chicago 
last week, completed the organization of 
the American Council of Commercial 
Laboratories. One of the purposes of 
the Council will be the promotion of the 
proper use of scientific testing methods 
for the protection and certification of 
quality in advertised goods. 

In behalf of the Council it is stated 
that the members have been and will be 
carefully selected to include only organ- 
izations to which producers, retailers and 
consumers may look for unbiased deter- 
minations of quality. Engaging in re- 
search and testing for fees these inde- 
pendent laboratories ascertain and report 
facts for clients and are uninfluenced by 
any ulterior consideration. 

Laboratories which are adjuncts of 
other enterprises, or which are not self- 
supporting, or which, for any reason are 
not independent are ineligible for mem- 
bership in this council. 

The following officers and members of 
an executive committee were elected to 
serve during 1938: 

President, Preston S. Millar, Electrical 
Testing Laboratories New York, A 
Vice-President, Monroe L. Patzig, ’Pat- 
zig Testing Laboratories, Des Moines, 
Iowa; Secretary, D. E. Douty, United 
States Testing Company, Hoboken, N. J.; 
Treasurer, A. R. Ellis, Pittsburgh Test- 
ing Laboratory, Pittsburgh, Pa. 

Members of Executive Committee: 

James H. Herron, The James H. Her- 
ron Company, Cleveland, Ohio; F. B. 
Porter, Southwestern Laboratories, Fort 
Worth, Texas; T. A. Wright, Lucius 
Pitkin Co., New York, N. Y. 


GE FOURTH QUARTER 
DIVIDEND OF $1 PAID 


NEW YORK—A fourth quarterly 
dividend of $1 a share was declared today 
by the board of directors of the General 
Electric Company, payable on December 
20 to stockholders of record November 
26. In accordance with the general profit 
sharing plan of the company, approxi- 
mately $3,700,000 will be paid to employ- 
ees in the semi-annual payments on or 
about December 20, it was announced by 
President Swope. Two per cent addi- 
tional will be paid on the G-E Employees 
Securities Corporation five per cent 
bonds, it was also announced. 


WESTINGHOUSE 
DECLARES DIVIDEND 


EAST PITTSBURGH—A dividend of 
$1.00 per share, payable November 30 to 
Common and Preferred Stockholders on 
record as of November 9 was declared 
by the Board of Directors of the West- 
inghouse Electric and Manufacturing 
Company. This is the fourth dividend 
declared this year, bringing the total up 
to $4.00 per share. 

Orders booked for the nine months 
ended September 30 were $191,200,758 as 
compared with $134,148,358 for the same 
period in 1936. This is an increase of 
43 per cent. 

For the twelve months ended September 
30, 1937, orders were $239,573,704 as 
compared with $162,295,156 for a like 
= of 1936; an increase of 48 per 
cen 

Sales billed for the nine months were 
$154,839,997 as compared with $115,992.- 
637 for the like period in 1936; an in- 
crease of 33 per cent. Billings for the 
twelve months were $193,316,391 as 
compared with $146,561,629 for the 1936 
period; an increase of 32 per cent. 

Net income for the nine months was 
$16,726,520 as compared with $11,123,706 
for the like 1936 period; an increase of 50 
per cent. Net income for the twelve 
months was $20,702,105 as compared with 
$14,284,446 for the same period in 1936; 
an increase of 45 per cent. 

Unfilled orders at September 30, 1937 
were $78,155,632, as compared with $40.- 
605,205 at September 30, 1936. 


STEWART-WARNER BOOKS 
$3,000,000 IN ORDERS 
CHICAGO—Orders_ for $3,000,009 


worth of new 1938 refrigerators were 
booked by the Stewart-Warner Cor- 
poration during its national convention 
of refrigerator distributors, here, No- 
vember 11 and 12, it was today an- 
nounced by J. E. Otis. Jr., President 
of the Corporation. The volume of 
orders is approximately double that 
placed during the 1936 meeting, he 
said. 


Stromberg-Carlson Distributor 


SIOUX CITY, IOWA—Appointment 
of The Warren Electric Co. of Sioux 
City, Iowa as distributor for Stromberg- 
Carlson radios has just been announced by 
F. N. Anibal, Manager of Stromberg- 
Carlson’s Distributor Division. They will 
service dealers in northwest Iowa and 
northern and eastern Nebraska. 


FLOOD LAMP FREE WITH WASHER 


Dine-Schabell Company, furniture and home appliance dealers at Cov- 

ington, Ky., offered a flood lamp free with every Crosley washer sold. 

The lamp was made to use with the washer and it brought a lot of sales, 
according to F. L. Bluestein, manager. 
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Meet three new tive 


at the Horton Mfg. Company: 


A. E. Askerberg, former production manager, is now general manager; 
E. A. Jordan, assistant sales manager; and R. G. Warner, former sales 
Promotion manager who has been made sales manager. 


$85,000,000 AIR CONDITIONING 
BUSINESS INSTALLED IN 1937 


CHICAGO, #ILL.—Growing _import- 
ance of the scarcely-touched field of 
residential air conditioning, continued ex- 
pansion of major installations in many 
lines of trade and industry, and emphasis 
on long-range planning for the future of 
the organization, high-lighted the annual 
fall meeting of the Air Conditioning 
Manufacturers’ Association, just held in 
Chicago. 

Installed cost of equipment sold by the 
ACMA members, it was declared, will 
approximate $85,000,000 for 1937 as com- 
pared to $53,000,000 last year. 

Entry into the field of residential air 
conditioning was announced by Westing- 
house Electric & Manufacturing Co., 
Mansfield, Ohio, and the York Ice Ma- 
chinery Corporation, York, Pa. 

ACMA’s advertising committee, ac- 
cording to William B. Henderson, of 
Washington, executive vice-president, will 
continue its activities as an advisory bu- 
reau in the preparation of a general theme 
program for study and adoption in the 
advertising work of individual members. 
It also will continue to observe the use 
of advertising which offers “air condi- 
tioning” equipment actually not meeting 
the definitions of the Better Business 
Bureau and the Air Conditioning Manu- 
facturers’ Association as concurred in by 
the Federal Trade Commission. 

Winter air conditioning must humidify, 
warm and circulate the air. Summer 
equipment must dehumidify, cool and cir- 
culate the air, which also preferably must 
be cleansed at all times. 

Comfort, economy and health were ad- 
vanced as leading sales appeals for air 
conditioning. Another factor was cited 
by P. Y. Danley, manager of the West- 
inghouse refrigeration and air condition- 
ing department. 

“We think that a fictitious figure has 
been set up in the mind of the public 
regarding the cost of air conditioning and 
that it is nowhere near as expensive as 
the majority believe,” Mr. Danley said. 

_In merchandising residential air con- 
ditioning as a packaged unit, Mr. Danley 
said, Westinghouse will concentrate upon 
the market comprising new homes, cost- 
ing from $5,000 up. These units, he said, 
will cost no more than the price of a 
zood heating siystem, and for the aver- 
age house, no more than a medium priced 
automobile. 

_J. J. Donovan, manager of the air con- 
ditioning department of the General Elec- 
tric Company, Bloomfield, N. J., ad- 
vanced the belief that health is the actual 
Primary appeal of air conditioning 
although comfort and economy have been 
most eloquent themes in copy aimed at the 
general public and business men, respec- 
tively. 


“1 believe that, for the industry as a 
whole, advertising must continue to fol- 
low an educational trend,” he asserted. 
“It will sell the idea of air conditioning 
rather than the product for some time to 
come. 

There is need for an understanding that 
equipment prices never have reflected the 
benefits to be obtained from air condition- 
ing, according to J. A. Harlan, presi- 
dent of ACMA and manager of the com- 
mercial division of Nash-Kelvinator 
Corporation. Materials and labor costs 
are bound to mean increased charges for 
installations, it was asserted. 

Sharpened competition in all lines, 
whether business improvement proceeds or 
lags, means that the air conditioning in- 
dustry will continue its advance, because 
installations have been demonstrated to be 
a positive sales aid, William H. Price, 
Jr., vice-president of the Carrier Corpo- 
ration, pointed out. 

Describing the move to broaden the 
York Ice Machinery Corporation’s scope 
in the field, S. E. Lauer, vice-president 
and general sales manager, said, “Because 
of the growing demand for year-round 
residential air conditioning systems, ex- 
tensive development work was under- 
taken that resulted in a heating-unit that 
met our requirements.” 

An intensive advertising and sales pro- 
motion program will back up the York 
year-round air conditioning systems, he 
said. The York design will permit the 

purchaser, if he chooses, to install true 
winter air conditioning at first, adding 
true summer air conditioning when the 
buyer desires and at a minimum of cost. 


Gar Wood Shipments Up 


DETROIT—‘“Total shipments of Gar 
Wood automatic heating and air condi- 
tioning units made during the rst nine 
months of this year, surpassed those of a 
similar period for any previous year in 
the company’s history,” according to 
Frank H. Dewey, general manager of 
the air conditioning division of Gar Wood 
Industries, Inc. 

“Shipments. were not only greater, but 
sales volume in dollars and cents also 
reached an all-time high. The recent 
introduction of the new, low-priced, Gar 
Wood EW automatic heating and air 
conditioning unit, which was designed 
specially for lower-cost homes—$5,000 to 
$7,000 price bracket—had considerable to 
do with the achievement of the all-time, 


shipping record,” he said. 
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NEW SOUND FILM RE- 
LEASED BY BETTER LIGHT 
—BETTER SIGHT BUREAU 


NEW YORK—The vital importance of 
good seeing conditions is delightfully set 
forth in a new sound slide film entitled 
“Lights! Camera! Action!” just released 
by the National Better Light—Better 
Sight Bureau. Fifteen minutes of enter- 
taining and instructive text and pictures 
present in an effective and dramatic man- 
ner the story of how the eye works and 
the relation of light to eyesight. 

Famous juvenile motion picture stars, 
including Deanna Burbin, Freddie Bar- 
tholomew, the Mauch twins, Jane With- 
ers, Spanky McFarlane, Bonita Granville 
and Tom Kelly are in the cast, and Alois 
Havrilla is narrator. Action commences 
with the portrayal of the life of these 
juvenile stars on the movie sets. This 
opening provides opportunity to present a 
comparison of the workings of a movie 
camera and that of the human eye, to 
stress the importance of taking as good 
care of the “human seeing” apparatus as 
the camera man does of his “mechanical 
seeing” apparatus, and to show how im- 
portant a factor light is in the present 
and future lives of children. Striking 
comparisons of good and bad lighting 
equipment for all close visual tasks and 
many other helpful features are included. 

The film consists of 96 frames of ac- 
tion pictures. It fits any standard type 
35 mm. projector. Sound is recorded on 
one side of a 16-inch disc usable on any 
standard sound producing apparatus. 
Combination price on film and disc is 
$10. A four-page newspaper, expanding 
and emphasizing details of the pictures 
and text has also been prepared, for dis- 
tribution to audiences wherever the film 
is shown. Orders or inquiries should be 
addressed to the National Better Light— 
Better Sight Bureau, 420 Lexington Ave- 
nue, New York, N. Y. 


UNVEILING 


At a 2-day Sales Meeting recently 
held in Jamestown, N. Y. at the 
plant of the Blackstone Manufactur- 
ing Company, Inc., representatives 
of this company received advanced 
information on plans for the 1938 
line of Blackstone Washers and 


lroners. A high point of interest 
was reached when Mr. P. S. Moyni- 
han, Sales Manager, and Mr. R. A. 
Lenna, Assistant Sales Manager, 


drew the curtain and disclosed sev- 

eral new models of the 1938 line. 

The first general showing of these 

new models will be at the Chicago 
show in January. 


BETTER BUSINESS  BU- 
REAU DEFINES AIR CON- 
DITIONING 


CHICAGO—In the wake of the wide- 
spreading interest which the public is dis- 
playing in air conditioning, unscrupulous 
or mistaken use of the term is being made. 
For this reason, the National Better Busi- 
ness Bureau has investigated the subject 
and defined air conditioning for the guid- 
ance of the public, so that there can be 
no misunderstanding as to what constitutes 
real air conditioning. 

Literally anything which affects the at- 
mosphere within a structure, such as an 
electric fan, the opening or closing of 
windows, a pail of water, radiators, smok- 
ing, flowers and innumerable other fac- 
tors, “condition” to some extent. If there 
were no industry offering something 
which is sold to the public as “air con- 
ditioning”, there might be no objection to 
describing any of these acts or articles as 
“air conditioners.” There is an agree- 
ment, however, among the members of 
the Air Conditioning Manufacturers’ As- 
sociation, architects and engineers that 
air conditioning is the scientific prepara- 
tion and control of the air within a 
structure, particularly with reference to 
temperature, humidity and motion. For 
this reason, the National Better Business 
Bureau is actively combating any appa- 
ratus or device which does not satisfac- 
torily control air temperature, humidity 
and movement as minimum requirements. 

The Air Conditioning Manufacturers’ 
Association, scientific authorities and the 
National Better Business Bureau agree 
that summer air conditioning should per- 
form as a minimum the following func- 
tions: cool, de-humidify and circulate the 
air. Winter air conditioning as a mini- 
mum should heat, humidify and circulate 
the air. Year-round air conditioning as a 
minimum should cool and de-humidify the 
air in summer, heat and humidify the air 
in winter and circulate it at all seasons. 
Preferably also, the air should be cleansed 
at all times. It is understood, too, that 
these functions are performed automatic- 
ally and simultaneously to meet the mini- 
mum specific requirements. 


APEX APPOINTS NEW 
DISTRIBUTORS 


CLEVELAND—Charles W. Smith, 
general sales manager for the Apex 
Rotarex Corporation, Cleveland, Ohio, 
manufacturers of washers, ironers, 
vacuum cleaners and refrigerators, an- 
nounces the appointment of Fergason 
Bros., Waterloo, Iowa, as Apex Dis- 
tributor in North Central and North 
Eastern Iowa. 

L. W. Middleton, former manager of 
the Golden Rule Hardware, Fergason 
Bros. retail store in Waterloo, Iowa, has 
been made Sales Manager of the Apex 
Division. 

The E. S. Cowie Electric Company of 
Kansas City, Missouri, has also been 
appointed distributor. 

The Cowie Company, one of the largest 
auto-motive distributors in the South- 
western United States, has recently taken 
over the distributorship of Apex Appli- 
ances in their Wichita, Kansas Branch. 
This new appointment enlarges their ter- 
ritory. The states of Kansas and Mis- 
souri will be served under this new dis- 
tributor. Mr. J. M. Murphy has been 
appointed Sales Manager of the Apex 
Division, according to the announcement 
of L. E. Thorn, Cowie General Manager. 


General Shaver 


Frank S. Montgomery has been named 
advertising manager of General Shaver 
Corporation, a division of Remington 
Rand Inc., according to announcement 
made today by E. R. Gray, acting 
manager of domestic sales for that com- 
pany. 
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The sales organization of the Joseph Strauss Company views Leonard’s 1938 plans. 


During the summer of 1937 six hundred women 
tested the 1938 Leonard Refrigerator in their homes. 
These 600 homes are located all over the United 
States—in every state of the Union. 


The owners of these 600 Leonards kept accurate 
records of the performance of their refrigerators. 
Records of their operating cost—daily recordings 
of kitchen temperatures and temperatures inside 


ry the cabinets. Service calls were also carefully noted. 
A These records, now in Detroit, prove two things— 
and prove them conclusively. | 
First that the 1938 Leonards are more efficignt, 
more economical to operate, more usable and con- 
venient than ever before. 7 
Second that they will reach dealers ready.td per- 
form 100 percent; that they will operate, under any 
conditions in the homes of users anywhere. Truly 


the 1938 Leonard will be a “tried and proven 
refrigerator”. 
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REFRIGERATOR DISTRIBUTOR EVER HAD 
STORY LIKE THIS TELL HIS SELLING 
ORGANIZATION 


LIKE HER 
WROTE THE 1938 
LEONARD STORY 


And no refrigerator 


“When I got a glimpse of 
the Leonard story—product 
and program—for 1938, 


manufacturerhas) worries about selling re- 
4 ever had a Selling : 
‘Story likethistotell! frigerators next year went 


out the window. 

“The minute I saw it I knew that here was a story 
that my wholesale men would literally eat up and go 
to town on. Not merely because I felt they would 
like the story itself but because I knew they'd get the 
same reaction that I got—it would sell Leonards to 
dealers and to consumers. 

“T was 100 percent right. When I broke it to my boys, 
they actually cheered! 

“And no wonder—because this 1938 Leonard story 
has got everything it takes. A product that has been 
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LEONARD — Division of Nash-Kelvinator Corporation, Detroit Michigan 


built from the ground up to make a woman’s mouth 
water when she looks at it. A product with a new 
mechanical unit that has been proved and enthusiastically 
endorsed by 600 women a full year in advance! An 
economy story that has never had an equal. 

“Plus sure-fire advertising and promotion plans that we 
know will produce store traffic for dealers. Plus a floor 
selling set-up that even a cub salesman will quickly 
grasp and effectively use. 

“Yes sir—the 1938 Leonard story is a honey and I’m 
sure I voice the opinion of every Leonard distributor 
when I say that here’s a story that the wholesale man, 
the dealer and the salesman 
will all go to town on! 

“It’s got power and punch— 
and betterstill, it’s believable.” 


HE JOSEPH Strauss Co., INC. 
25-41 High St., Buffalo, N. Y. 
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Corditis* will irritate your customers again this 
Christmas . . . Corditis will irritate you too... 
lose customers for you ... cost you extra money 
in service calls. 


--- unless the appliances you sell are equipped 
with safe electrical cords. 


Play safe—specify Belden Electrical Cords on all 
the merchandise you sell. They are the nationally 
advertised preventives of Corditis. They save your 
customers and you a lot of trouble. 


“CORDITIS 


—the dangerous disease of electrical cords; the symptoms are 
frayed wire and broken plugs. It causes severe mental irri- 
tation and violent nervous disorders among electrical 
appliance users. 


Prevented by 
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*WITHOUT BELDEN 
THE CORDITIS-FREE ELECTRICAL CORD 


Easily identified. Extensively advertised in Satur- 
day Evening Post. Good Housekeeping, and Time. 


DETROIT CONFERENCE 
VIEWS 1938 KELVINATOR 
LINE 


DETROIT—More than 200 household 
distributors of Kelvinator Division Nash- 
Kelvinator Corporation, gathered in De- 
troit November 16 to 18 to attend a 
private preview of the 1938 Kelvinator 
line of electrical household appliances. 
The enthusiasm with which the new 
products were received at the showing is 
prophetic of their decisive merchandising 
success during the coming season, ac- 
cording to Ralph C. Cameron, Kelvi- 
nator’s sales manager of household appl.- 
ances. 

Following this factory showing of the 
1938 line, previews for dealers will te 
held in distributor territories throughout 
the United States, Mr. Cameron an- 
nounces. These previews are scheduled 
to be held shortly after December first, 
and at this time distributors will have 
the opportunity to discuss with dealers 
new features of the line and merchan- 
dising plans. 


FRANK MEEHAN, 
WHOLESALER 


A statement made in these pages that 
F. X. Meehan, St. Louis distributor for 
Speed Queen washers and Simplex ironers, 
was turning his energies to retailing was all 
wet. On the contrary he has increased his 
warehouse facilities to care for increased 
Speed Queen wholesale business, and added 
to his wholesale force to maintain his speedy 
service to dealers. 


RUBBER-BLADED FAN 
LICENSEES 


ROCHESTER, N. Y.—The Samson 
United Corporation, Rochester, N. Y., an- 
nounced today that the automobile acces- 
sory manufacturers listed here have taken 
licenses under the rubber bladed fan 
patent granted to A. O. Samuels presi- 
dent of the Corporation : 

G. A. Ashton Company, Minneapolis, 
Minnesota; Casco Products Corporation, 
Bridgeport, Connecticut; Chicago Manu- 
facturing Company, Chicago, [ilinois; 
Richard M. Decker Company, Chicago. 
Illinois; Ero Manufacturing Company, 
Chicago, Illinois; Fulton Company, Mil- 
waukee, Wisconsin; Linendoll Corpora- 
tion, Chicago, Illinois; Witte Mfg. & 
Sales Company, Chicago, Illinois. 

These manufacturers and their dealers 
are now privileged to market rubber- 
bladed, automobile fans under the pro- 
tection of the above mentioned patent. 
The corporation further advises that 
some time ago, the Knapp-Monarch 
Company of St. Louis, Missouri, was 
granted a license under this patent for 
the marketing of rubber-bladed fans. 
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CHRISTMAS IS A \\ | 
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THE SALESMAN TOLD ME 
THE DULUX FINISH ON MY 
REFRIGERATOR IS THE 
WHITEST FINISH MADE. 
AND HE'S CERTAINLY RIGHT! 


YES.. AND WHEN YOU'VE HAD 
YOUR REFRIGERATOR AS LONG 
AS I'VE HAD MINE, YOU'LL 
KNOW DULUX STAYS WHITE- 
AND SO EASY TO KEEP CLEAN! 


No wonder over 4,000,000 
modern refrigerators are finished 
 F. with DULUX! It’s the finish that 
“ie ~ gives women what they want— 


LASTING WHITENESS. .. EASE OF CLEANING...EXTREME DURABILITY 


Feature DULUX—show your customers the famous DULUX seal on 
your DULUX finished refrigerators. Let this outstanding finish help 
you sell refrigerators faster! E. I. duPont de Nemours & Co., Inc., 
Finishes Division, Wilmington, Delaware. 
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Out FRONT 
Every pack of “huskies” has its leader—the dog who is in front position, 
not by appointment, but under the law of the survival of the fit. Likewise, 
in every industry there are those who lead. They hold this front position 
not because they claim it to be theirs, but because the field they serve has 
placed them there. This position cannot be attained by coaxing or by asking 
for it. It comes only to the manufacturer whose product has earned it— 


Electrical tradenames of almost priceless value daily are entrusted to the 


performance of heating elements made of Chromel. This sort of confidence 


obviously is placed only upon a product that deserves it. . . . For technical 
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ELECTRIC HEAT POSSIBLE 


THE WIRE THAT MADE 
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BRAND WINS 
McGRAW AWARD 
FOR COOPERATION 


BUFFALO, N. Y.—The James H. 
McGraw Award Medal for cooperation 
in the electrical industry in 1937, found 
the judges unanimous in picking Edward 
A. Brand, commercial engineer with the 
Buffalo, Niagara & Eastern Power Cor- 
poration. 

This is in recognition of his contribu- 
tion to the advancement of the electrical 
industry as chairman of the National 
Electric Light Association Wiring Com- 
mittee and later of the Industry Commit- 
tee on Interior Wiring Design. He has 
promoted harmony of purpose among the 
several branches of the electrical industry 
and established a progressive specification 
standard for encouraging more adequate 
wiring installations. 

The presentation of the award was 
made on November 30 at a dinner in 
Buffalo, sponsored by the Electric League 
of the Niagara Frontier of which Samuel 
Vineberg is managing director. The com- 
mittee of judges which awarded the medal 
to Mr. Brand consisted of J. L. Busey, 
president of the General Electric Supply 
Corporation; J. L. Flagg, president, Wes- 
ton-Flagg Engineering Co. Inc., New 


EDWARD A. BRAND 


York; Charles E. Swartzbaugh, president 
of the Swartzbaugh Mfg. Company and 
himself a winner of the 1937 Manufac- 
turers Medal under the James H. McGraw 
Awards ; George E. Whitwell, vice presi- 
dent of the Philadelphia Electric Com- 
pany and Earl Whitehorne, Editor of 
Electrical Contracting, representing the 
Committee of Awards. 

The citation follows: 

Edward A. Brand, commercial engineer 
with the Buffalo, Niagara and Eastern 
Power Corporation, as chairman of the 
Wiring Committee of the National Elec- 
tric Light Association and later of the 
Industry Committee on Interior Wiring 
Design, recognized that the development 
of public interest and acceptance of better 
adequacy standards for electric wiring 
could not be achieved without unity of 
thought and purpose within the electrical 
industry itself. He undertook responsi- 
bility for molding sentiment within the 
several branches of the industry for the 
definition, adoption and promotion of ade- 
quacy standards, upon which public edu- 
cation for the modernization of wiring 
might be based. 

He has stimulated and guided the activ- 
ities of a large joint committee composed 
of representatives of all sections of the 
industry, among whom viewpoints and 
interests frequently have. been widely di- 
vergent. For two years he has per- 
sistently carried forward toward the 
ultimate common purpose with a breadth 
of knowledge, a clarity of vision, a 
tolerance of opinion and a cooperative 
spirit that has won him the admiration 
and support of all groups. 

He has successfully brought to conclu- 
sion the adoption of standards for interior 
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wiring design, that for the first time pro- 
vide a clear concept of what constitutes 
adequacy, on a basis that may be pro- 
gressively advanced as public acceptance 
warrants. Also, these standards have pre- 
pared a foundation of common agreement 
and closer team work upon which the 
electrical industry's Adequate Wiring 
Promotion Program has been organized. 

In recognition of this distinguished con- 
tribution to the advancement of coopera- 
tion in the electrical industry, the judges 
have awarded to Mr. Brand the Medal and 
Purse for Cooperation for 1937, given 
under the James H. McGraw Award. 

In past years the medal for cooperation, 
given under the James H. McGraw 
Awards, has been won by the following: 

In 1936, R. E. Fisher, vice president 
of the Pacific Gas & Electric Company; 
in 1935, to George E. Whitwell, vice 
president of the Philadelphia Electric 
Company and Merrill E. Skinner, as- 
sistant vice president of the Niagara-Hud- 
son Power Company; in 1934, to Gaylord 
B. Buck of the Public Service Company 
of Colorado; in 1933, to C. E. Michel, 
sales manager of the Union Electric 
Light & Power Company in St. Louis, 
and Jack E. North, president of Cleve- 
land’s Electrical League; in 1932, to 
Horace P. Liversidge of the Philadelphia 
Electric Company; in 1931, to Thaddeus 
R. Beal of the Central Hudson Gas & 
Electric Company, Poughkeepsie, N. Y.; 
in 1930, to Charles T. Hutchinson, late 
president of the McGraw-Hill Company 
of California; in 1928, to H. H. Court- 
right, president and manager of the 
Valley Electrical Supply Company, Fresno, 
Cal.; in 1927, to W. Winans Freeman, 
vice president of the Columbia Gas & 
Electric Company; and in 1925, to J. 
Robert Crouse, president of the Nizer 
Corp., Detroit. 

One of the highlights of the meeting 
in Buffalo was a speech by Floyd L 
Carlisle, chairman of the board of the 
Niagara-Hudson Power Corporation. 


UNIVERSAL COOLER 
EVAPORATOR SALES UP 


Sales of Universal Cooler evaporators 
on contract to other manufacturers of 
household electric refrigerators reached a 
new high this month, according to F. S. 
McNeal, president. Orders already re- 
ceived for 1938 production more than 
double the total number manufactured in 
1937, Mr. McNeal said. As a result of 
this increased demand, Universal Cooler 
is completing an expansion program that 
includes added equipment and finer in- 
spection facilities. 


CROSLEY EXPANDS ANCHOR 
LITE'S TERRITORY TO 
FOUR STATES 


PITTSBURGH—Harold W. Gold- 
stein, general manager of Anchor Lite 
Appliance Company, Pittsburgh, Pa., 
Crosley distributor for the past five 
years in Western Pennsylvania, an- 
nounced the opening of a Wheeling, 
West Virginia, Branch as headquarters 
for additional new territory recently 
assigned by the Crosley Radio Corpor- 
ation. 

Thirty-four counties in Southern 
Pennsylvania, northern West Virginia, 
western Maryland and eastern Ohio 
comprise the new territory. 


Samsen Opens New 
Shop at Ft. Wayne 


FORT WAYNE, IND.—The Samsen 
Good Housekeeping Shop held its formal 
opening, November 12 and 13, in its spa- 
cious new quarters at 125 East Wayne 
Street. The event celebrated the newest 
expansion of the Samsen Radio & Elec- 
tric Shop which now offers its many 
customers an enlarged selection of famous 
home appliances, including Crosley re- 
frigerators, washers and ironers, radios 
and other Crosley products. 

During the formal opening the public 
was given its first opportunity to view 
Samsen’s outstanding new quarters, and 
cooking demonstrations were conducted 
and favors given to all women visitors. 


The Automatic Line includes 7 models of Washers, 5 Electric and 
2 with Gas Engine, including Model 74 shown above, a -washer 


with rich sparkling beauty and chromium fittings. The new Auto- 
matic Save-A-Day Ironer is a fitting companion to these washers. 


That's what a single store in 
a city of 50,000 population ac- 
complished by using Automatic 
Washer Company's "Magic 7" 
Sales Plan. If you have not yet 
sent for full details of this amaz- 
ingly powerful Sales Plan, do so 
now. See why the Sales Registers 
at New State Electric Company's 
store at Phoenix, Arizona, clicked 
for 2 weeks to the tune of $6,949 
in appliance sales, consisting of 
95 units — Washers, lroners, 
Ranges, Radios, Vacuum 
Cleaners, etc. 


... and here's More Proof 
as "Returns Come In" 


from other Cities 


SOLD VOLUME 
Rochester, Minn. 37 $3656.92 
Hamtramck, Mich. 31 4482.07 
Kent, Ohio 42 4173.14 
Fort Dodge, lowa 32 2816.50 
Shawnee, Okla. 37 3983.60 
Wyandotte, Mich. 28 2986.42 


—and at Saginaw, Mich. the 
Damm Hardware Company 
sold 102 units--sales amount- 


ing to $16,773. 


If you would like to see some 
real sales action brought about 
by an unusually sound, inexpen- 
sive plan, write for full details 
today. Address— 


President and General Manager 


AUTOMATIC WASHER COMPANY 


216 W. THIRD ST. 


NEWTON, IOWA 
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BIG NEWS 


FOR AIR-CONDITIONING DEALERS 


A FULL SIZED 
UNIT THAT SELLS 


DELIVERS GREATER 
PERFORMANCE 
BUT IS PRICED AT 
LEAST $150 BELOW 
ALL COMPETITION 


Act now ... WIRE US IMMEDIATELY ... and 
make 1938 your banner year on air-conditioning 
sales. Do you want to establish your store as air- 
conditioning headquarters? Then we say don’t lose 
a minute; because the KOOLROOM franchise is 
being grabbed up with speed of lightning. Dealers 
see the tremendous possibilities in this line of units 


that deliver so much at such a low price 


$150 


below all competition. KOOLROOM is the most 
sensational home appliance to be announced this 
year. It is mechanically sound in all details, fool- 
proof in performance and with beautifully finished 


cabinets. 


KOOLROOM is backed by a powerful advertis- 
ing campaign in newspapers and magazines and 
with a bang-up campaign of dealers’ helps and 
point-of-sale advertising. Don’t miss this golden 
opportunity. Write or wire today. Even now we 
can’t guarantee that a franchise is available in 


your community. 


American Furniture Mart, Chicago. 


Tear out this section of ad, clip it to your letterhead and 
mail it today. Get all the facts on KOOLROOM. The com- 
plete KOOLROOM line is on permanent display at the 


MODEL 33-W 


Model 33A-WS (Portable). Circulates 200 cubic 
feet of conditioned air per minute. Ca- 


pacity — 4,000 B.T.U. per hour. Equal 

to melting 600 Ibs. ice per day. 1/, H.P. 

Motor. S 
Model 33-W. Circulates 225 cubic feet of con- 
ditioned air per minute. Capacity — 

4,500 B.T.U. per hour. Equal to melt- 

ing 660 Ibs, ice per day. 1/, H.P. Motor. 


Model 50-W. Circulates 329 cubic feet of con- 


ditioned air per minute. Capacity 6,925 
B.T.U. per hour. Equal to melting 1,100 Cy 


Ibs. ice per day, 14. H.P. Motor, 


Model 100-W. Circulates 450 cubic feet of con- 


ditioned air per minute. Capacity — 
14,400 B.T.U. per hour. Equal to melt- 
ing 2,400 Ibs. ice per day. One H.P. mY 


Motor. 


Model 150-W. Circulates 600 cubic feet of con- 
ditioned air per minute. Capacity — 


19,000 B.T.U. per hour. Equal to melt- 
ing 3,100 Ibs. ice per day. 14 H.P. ~ 


Motor. 


KOOLROOM + DIVISION OF INDIAN PRODUCTS CORP. * 2338 SOUTH INDIANA AVENUE + CABLE “’TRAILCO,” CHICAGO 
Subsidiary of INDIAN TRAILER CORPORATION OF AMERICA 


SELL MORE AIR-CONDITIONING FOR LESS MONEY—WITH KOOLROOM 
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Light Begins at 


40 


CONTINUED FROM PAGE 38 —e 


sales are on I.E.S. lamps. Last 
June’s sales ran ahead of Decem- 
ber’s. Sales are so steady, Mr. Schu- 
chert finds, that it is possible to op- 
erate salesmen on the courage-giving 
salary and commission basis as 
cheaply as on straight commission. 

“Men start on straight commis- 
sion,” said Mr. Schuchert, “and 
switch to salary and commission 
when they qualify. This means more 
money than straight commission alone 
can give them.” 

In discussing merchandise, Mr. 
Schuchert said that kitchen units, for 
example, must give a marked dif- 
ference in appearance of the room 
to customers, if they are to sell well. 
As this goes to press some of the 
men are working on dining room 
fixtures, holding them up on a long 
rod so the prospect can see them 
from a ceiling angle. Screw-in fix- 
tures do not seem to work out, Mr. 
Schuchert declared, and had not 
clicked for Duquesne. 


Truck Demonstrations 


Lamps, which are easy to sell com- 
pared with fixtures, must improve 
the decoration of the room if they 
are to move. The scientific angle 
of the I.E.S. features are what con- 
vince the customer to act. 

Out on the firing line with the 
men is Supervisor J. M. Allen. 
Knowing he is selling an intangible, 
he has borrowed and built up a bag 
of tricks, designed to cause the cus- 
tomer to realize the great effect of 
light on the human eye. With a 
candle he spikes any arguments about 
the good old ways being satisfactory. 

“Sure they are,” agrees Mr. Allen. 
“Let’s go back to grandfather’s time. 
Turn out the lights and put a match 
to this candle. It costs a nickel and 
will burn five hours. This is all the 
light your grandfather could get for 
a penny an hour seventy years ago. 
But for less than a cent an hour 
you can buy this.” He switches on 
his electric I.E.S. lamp. “Who gets 
the most for his money—you or your 
grandpa?” 

With a flashlight Mr. Allen demon- 
strates how too bright light hurts the 
nervous system, shining it in the eye 
and showing how the pupil contracts. 
With a mirror he flashes light about 
and shows contrasts in ordinary and 
I.E.S. lighting. The headlights of 
automobiles, in daytime and night, 
are used to put over his story, and 
when a prospect gets through listen- 
ing to the Allen story, he is on the 
dotted line. 

“Take plenty of time for your pres- 
entation,’ advises Mr. Allen, “and 
don’t forget to bear down on the 
health angle. It’s effective. And, once 
your salesmen have learned how to 
sell these intangibles, and know they 
are going to continue doing so, they'll 
build up a lot more ideas that help.” 
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Cabinets in which radios are in- 
stalled, designed authentically in pe- 
riod styles matching the furniture of 
the buyer, are being featured by 
O’Connor Moffatt & Co., San Fran- 
cisco, Calif. 

* * * 


Daily electrical cookery classes are 
being conducted for a limited time at 
The Emporium, San Francisco, Calif., 
by Miss Mae Jenkin, General Elec- 
tric Institute Home Economist, who 
has held numerous cooking schools 
throughout California. 


* * * 


Pushing all-electric kitchens and 
radios, J. W. Robinson Co., Los An- 
geles, Calif., is doing an outstanding 
job of newspaper advertising. 


* * 


Buford’s, Fresno, Calif., the oldest 
home appliance store in the San Joa- 
quin Valley, and one of the largest in 
the West, upon the opening of their 
new store in Fresno, is offering a new 
electrical refrigerator in exchange for 
the oldest domestic mechanical re- 
frigerator in their territory. Registra- 
tion must be made at the store in 
person. More han 14,000 washers have 
been sold by Buford’s during the 
years in which they have been in 
business. 

* * * 


The $400,000 expansion of Des- 
mond’s—a 76-year old organization 
operating seven large stores in south- 
ern California—was participated in 
by G. E. Air Conditioning Co., air 
conditioning; Empire Electric Co., 
lighting power and signal systems; 
The George Belsey Co., Inc., water 
cooling system; Solar Lighting Fix- 
ture Co., lighting fixtures. All are 
located in Los Angeles, Calif. 


* * * 


The Oregonian’s (Portland, Ore.) 
Home Institute Cooking School, with 
Miss Jessie Marie DeBoth conducting, 
has been playing to S.R.O. houses. 


* * * 


October sales at H. E. Saviers & Son, 
Inc., Reno, Nev., featured a thirty dol- 
lar tradein for old ranges, made pos- 
sible by a special purchase of electric 
ranges. 

* * 


With the selection of any floor model 
1937 electric refrigerator in stock, a 
choice of either an electric roaster or 
an electric mixer (each valued at 
$19.95) free has been the inducement 
givn by Barrows Furniture Co., Phoe- 
nix, Ariz. 

* * 


Harry Hathe, Mer., appliance divi- 
sion of Vines’, Portland, Ore., is re- 
sponsible for a prize-winning window 
at Vines’, built around the idea of the 
new KGW radio tower. He hopes for 
big things in the national RCA window 
contest. 

* * * 


Frank Amato, Moreland Radio Serv- 
ice Co., Portland, Ore., never high- 
pressures persons bringing in radios 
for repair into buying a new one if the 
old one can be fixed. He denies himself 
the opportunity for an immediate sale, 
but assures that when a customer is 
ready to buy he will come to see him. 


* * * 


Portland’s oldest radio dealer, Vern 
L. Wenger, has a new store at 312 S. 
W. Alder. He places his used radios 
in his windows with the price con- 
spicuously displayed. 


* * * 


“The best way to advertise radios is 
by radio.” So says Art Holmboe, 
owner of Art’s Radio & Electric Co., 
Portland, Ore. His programs come 
over KGW, same city. 


being presented by Pat Kluempers. 


Western 


NEWS FLASHES 


A. L. Erickson, manager of the Pioneer Appliance Shop of Belleville, Ill., 
was made a pretty proud man recently. He won this silver loving cup for 
the splendid record he made in selling Dexter washers in his territory. In 
one family, over a number of years, he has sold 20 washers. The cup is 


Another new dealer is Holman & 
Card, 7005 S.E. 82nd Ave., Portland, 
Ore. A full line of home appliances 
and lamps is carried. 


* * * 


With a record of cooking schools and 
demonstrations all over the country, 
F. J. McNally has joined the sales force 
of Jennings Furniture Co., Poriland, 


Ore. 
*x* * * 


Consolidated Radio & Refrigerator 
Service Co. has just opened at 6517 
N. Interstate Ave., Portland, Ore. R. 
M. Giffin, an ex-PP&L man, is pro- 


prietor. 
* * * 


New Manager of Wolf Electric Co., 
Vancouver, is E. Velte, former appli- 
ance salesman, Portland, Ore. 


* * * 
Michael Taffett, salesman for Elster 


Hardware Co., Los Angeles, Calif., was 
one of the first twenty-five called for 


sales leaders by the Frigidaire Corp. 
He made his annual quota in approxi- 
mately nine weeks. Last year Taffett 
was also a sales leader when he com- 
pleted his annual quota in seven weeks. 
In making his 1936 quota, Taffett sold 
approximately $15,000 worth of mer- 
chandise, and this year his quota rep- 
resented $20,000 worth of refrigerators. 


* * * 


Frank D. Vincent, proprietor of 
Vincent Electrical Appliance Co., 8823 
W. Pico Blvd., Los Angeles, believes 
that there are two ways to sell electric 
appliances—one is in the store and the 
other by putting them in a beautiful 
home and selling the home complete 
with the appliances. He is building a 
G-E Charm Home at 1830 Fairburn 
Ave. Every convenience and comfort 
that modern electric science has devel- 
oped for the home will be incorporated 
in Mr. Vincent’s project. The kitchen 
will follow closely the G-E layout that 
is being advertised throughout Amer- 
ica. 


as part of the chromium set. 
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American Home magazine sponsors chromium ware in this setting which 
employs Faberware merchandise. The Coffee Robot on the right is shown 


Demonstrating charm and livability 
to a marked degree, Bullock’s Cozy 
Glen Cottage, 4544 Mullen Ave., View 
Park, Calif., has an electric kitchen and 
is air conditioned throughout. The 
kitchen is equipped with Westinghouse 
range and refrigerator. There is an 
unusual number of small appliances, 
such as electric iron with light, electric 
coffee urn, waffle iron, toaster and 
mixer. 


Three complete electric kitchens are 
being displayed in the J. W. Robinson 
Co. store at 600 W. 7th St., Los An- 
geles, Calif—A G-E kitchen, a West- 
inghouse kitchen, and a combination 
kitchen with Woolwine range, Frig- 
idaire refrigerator and appliances of 
other makes. Hundreds have attended 
each week and a fine business is re- 
ported in all appliances. 


* * * 


50,000 persons are estimated to have 
visited the California House, on the 
second floor of Barker Bros., Los An- 
geles, Calif., during the last week in . 
September. The model home is com- 
pletely electric. The kitchen is G-E, 
with G-E range, water heater, refrig- 
erator, dishwasher and Disposall. Air 
conditioning by Westinghouse. 


* * * 


William Edlund of Electrical Dis- 
tributing Co., Inc., Portland, Ore., 
was last month announced as a second- 
prize winner in the nation-wide con- 
test conducted for Leonard Refrigera- 
tor wholesale salesmen by the Leon- 
ard Division of Nash-Kelvinator Corp. 


* * 


Cleon D. Brown, metropolitan sales 
manager for Geo. A, Belsey Co., Ltd., 
Los Angeles, Calif., has been made gen- 
eral sales manager of the entire south- 
ern California region with the exception 
of San Diego. 


Glen W. Baker has been appointed 
G-E appliance dealer at American 
Fork, Utah. 

* * 


Grover Grider, Stockton, Calif., has 
been elected president of the newly 
formed Electrical Contractors & Deal- 
ers Ass’n of San Joaquin County. Other 
officers include R. Goold, Secretary, 
and Frank E. Rea, business manager. 


* * 


Globe Electric Co., 307 So. First 
Ave., Seattle, Wash., headed by Geo. 
Reiniger and Dan U. Chamberlain, has 
been named distributor of the Fair- 
banks-Morse refrigeration, radio and 
home laundry lines in the Puget Sound 
area. 


* * * 


The Edwards Electrical Appliance 
store has recently opened at 913 E. 
Front St., Butte, Mont. The new firm 
will sell the latest models of electric 
household appliances, including such 
nationally known brands as Hotpoint 
ranges, refrigerators and small appli- 
ances; Westinghouse radios; Manning 
Bowman small appliances, and Zenith 
radios. 


* * * 


Jessie M. DeBoth, home making ex- 
pert, continues her successful sessions 
of cooking schools in Spokane, Wash. 
They are sponsored by dealers and a 
local newspaper. 


* * * 


C. P. Williams, Ashton, Idaho, has 
moved his electrical business to Main 
Street with an eye to better window 
and floor dispays. G-E., Westinghouse 


and R.C.A. products are his specialties. 
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how this tag can be helpful to you 


@ This tag is a picture of an idea, a selling idea. 

Manufacturers make many important parts of appliances and 
apparatus you sell of Aluminum. They can’t very well tag each of 
these parts, even though the reason for using Aluminum is to make 
the product easier to sell. 

So they have to leave it to you to capitalize the selling features of 
Aluminum. 

We feature the letters i.m.o.a. very large, on an imaginary tag to 
help you remember the selling idea, it’s made of aluminum. 

It’s Made Of Aluminum means lightness. 

It’s Made Of Aluminum means heat conductivity. 

It’s Made Of Aluminum means resistance to corrosion. 

It Means Outstanding Advantages! 

When you are looking for selling ideas that get down to cases, you 
can’t beat straight talk about the superior material of which the 
product is made. Make the most of Aluminum’s advantages in your 


selling methods. ALUMINUM COMPANY OF AMERICA, 2160 Gulf Building, 


Pittsburgh, Pennsylvania. 
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Tooele Mercantile Co., Tooele, Utah, 
played host at a cooking demonstration. 
Miss Luraina Fife, Utah Power & 
Light Co., home service adviser, im- 
pressed the women with the ease and 
convenience of electric cookery with a 
G.E. range and a Nesco roaster. Food 
prepared during demonstrations was 
given as prizes. 

* * * 

Charles F. Clark, Montrose, Colo., 
owner and manager of the Maytag 
Electric Co., which commenced busi- 
ness last March, has chalked up over 
100 washers, 10 refrigerators, 10 radios 


and 6 ironers. He has now added an- 
other salesman. 


* * * 


Two dealers of Eureka, Utah, who 
have outgrown their quarters are the 
Castleton Appliance Co. and the Lee 
Variety Store. They are respectively 
managed by Vern Castleton and Wil- 
son Lee. 


* * * 


L. M. Wardeigh, formerly of Ogden, 
Utah, and connected with the Morri- 
son Auto Supply Co., has been ap- 
pointed manager for the Riteway Store 
at Evanston, Utah. He succeeds Ster- 
ling Carr, transferred to Pocatello with 
the same firm. 


Returning to the Pacific Coast where 
he was former manager of the Mon- 
roe Electric Supply Co., Thomas J. 
Tobin of Stewart-Warner took his 
residence there as Pacific Coast man- 
ager, November 


The K. & K. Plumbing Co., Sugar- 
house, Utah, conducted by W. O. Car- 
bis & Son, founded 20 years ago, feel- 
ing the effects of the depression in 
1930, looked to other fields to help 
through a tough period. They decided 
to add an electrical appliance depart- 
ment to their store. They got over the 
rough months. Water heaters are their 
featured appliance, but they are also 
dealers for Hotpoint ranges, Frig- 
idaire refrigerators, and Woodrow 
washing machines. 


* * * 


The $15.00 October prize money goes 
to Dixon-Taylor-Russel Co., Provo, 
Utah, for their display of I.E.S. lamps 
in their attractive booths, inspired by 
Misses Genevieve and Erma Boshard. 
They get the honors. 


* * * 


The Christiansen Furniture Co., 
Howard Christiansen, president, has 
moved its general offices from Rich- 
field, Utah, to Salt Lake City. This 
change makes it possible to increase 
the personnel and necessary to enlarge 
the local offices, which all makes for 
a “bigger and better payroll.” Mr. 
Christiansen says, “Business is good 
and will be better.” He handles a fine 
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variety of lamps, small electric appli- 
ances and refrigerators. 


* * * 


Dr. Wm. Gericke of the University 
of California, Berkeley, Calif., is rais- 
ing tomatoes at the rate of 122,400 lbs. 
to the acre, it is reported. Dr. Gericke 
is a pioneer in chemiculture, or raising 
plants in tanks of water. He uses elec- 
tric elements to heat the water to tropi- 
cal temperature, and also artificially 
lights the plants with ultra-violet rays. 


* * * 


Complimenting the designs of their 
ranges, 20-piece kitchen sets are in- 
cluded free with each range sale for a 
limited time, by Eastern Stores, Los 
Angeles, Calif. 


* * * 


Sponsored by the Granite and High- 
land Stark Relief Societies, the Granite 
Mart, Salt Lake City, Utah, put on a 
cooking school for three days. Mrs 
Bergon, demonstrator for L & : 
Ranges was in charge, with an as- 
sistant from Utah Power & Light Co 
Prizes were offered for the best pie, 
cake and bread. About 400 attended. 


* * * 


Utah Power & Light company an- 
nounces the appointment of Clarence 
Vacher as commercial sales supervisor 


William Felderman has announced 
the opening of a new factory in 
Utica, N. Y., for the manufacture of 
Walton humidifiers. He is president 
of the company. 


in the Ogden division of that com- 
pany’s territory. He is a graduate of 
the Brigham Young university of 
Provo, Utah, where he starred in foot- 
ball, then started with the utility at 
the trouble desk. Once in sales work 
he again starred in sales and sales 
promotion. 


* * ® 


Taylor Brothers, Company, Provo, 
Utah’s largest department store, is 
enlarging its home appliance depart- 
ment to three times the present space. 
The Norge line is handled. 


* * * 


The Westinghouse Electric Supply 
Company of Salt Lake City has added 
Miss Dorothy Stewart as home econ- 
omist. Miss Stewart’s duties will be 
to assist dealers and salesmen in elec- 
tric range promotion. Miss Stewart 
was formerly employed by the Utah 
Power & Light, then as home econo- 
mist for the State of Utah. 


* * 


Some 2000 people passed through the 
Graybar Electric Company, Inc., new 
store in Salt Lake City on the open- 
ing day. According to Ray Kimber- 
lin, manager, the opening of the new 
house is indicative of recent growth in 
this area. Early this year Graybar 
took on the distribution of the Hot- 


point ilne for the Rocky Mountains. 


Theres a Heap of Profitable Sunshine in 
GENERAL ELECTRIC SUNLAMPS 


THE Spotlight of public approval 
is fast focusing on Sunlamps and 
their health-giving properties. Gen- 
eral Electric Sunlamps enjoy the 
center of this spotlight because of 
their foremost position in the field. 


Countless have edi- 
torially and pictorially bombarded 
the public with the story of the 
health-giving properties of artifi- 
cial sunshine derived from Sun- 
lamps. General Electric is focusing 
further public attention through 
concerted national advertising in 
Parents’ Magazine and Esquire. The 
full-page ads illustrated will appear 
in the January, 1938 issues of both 
magazines, and similar ads will 
appear in February and March 
issues. These first consumer mes- 
sages will reach the public prior 
to Christmas, when the first real 
signs of winter weather and lack 
of sunshine will have been felt. 


These prospects will become your 
customers if you handle the com- 
plete line of General Electric Sun- 
lamps. See your nearest General 
Electric Distributor today. He will 
be glad to obtain for you the many 
sales promotional helps which 
have been designed to aid your sales 
of this famous line of Sunlamps. 


BASK IN THE RAYS OF A G-E SUNLAMP 
FOR ADDED GOOD LOOKS 


can tell you women All things considered, G-E Suntamps are 


A G-E Sunlamp Provides the Necessary 
Give Little 
Bodies a Good Start 


SER how your doctor told chat, with the help of these lamps, 
you to give your baby plenty of rickets may be prevented and your child 
sun? How he suggested sun suits, c 


j 


ase, cinch to 
aay room. Your ncarex GE 
models. Drop ia and try oo 
The Secret of Ulera-Violet Radiation 


Pive Mimates « Day 


Sore! Sit winder G-E Sualam; day Or 

baby’s body could absorb the bene~ G-E Sunlamps are recommended for all 
ficial rays easily and directly? ‘every member of the family. You'll be - 

Doctors koow that sunshine builds surprised how reasonably they're priced © 
for sturdy, straight bones, for well- —you'll like their adjustable features, 
formed limbs, for sound teeth. And the — their smart lines, cheir mild, warm . 
next best thing to Summer sunshine, is radiance that feels so grand. Ask your on 
a G-E sunlamp, to bring ch? sunshine dealer to show you the latest models; = 
right into your home. he has a type suited to your needs. gy 

‘Now, all year ‘round, even in stormy at right ~The Florida (For sleer- 
‘weather, you can give your baby the ‘Orhers Staging ES T., Mondays.) 
benefits wmmer sunshine. A few $49.95 and $7490. (Si of Widies 
minutes under 2 G-E Sunlamp is ali Pokies) be seeing al 
that's necessary. The same ultraviolet of Chom”, wish Phil be And remember, there's Helen, 
rays are there. The same beneficial Got Mary, Louise yurette Waiting to admire. $74.30. (Slighel 


d 
fouls. same feeling of assurance 


GENERAL@ELECTRIC SUNLAMPS 


Keaothat 


GENERAL ELECTRIC 
SUNLAMPS 


General Electric Company, Appliance and Merchandise Department, Bridgeport, Connecticut 
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the ELECTRICAL MANUFACTURER'S 
NEW SALES TOOL ... for 
INCREASING 1938 PROFITS 


Beginning next month—continuing throughout the year—electrical 
appliance manufacturers can take direct and forceful action — 


to get electrical wholesale salesmen to "push" their lines over 
the many others they are expected to sell. 


to win their proportionate increase of next year's estimated 
$261,000,000 appliance sales of these salesmen. 


Manufacturers may take this direct and forceful action through use of 
a new sales tool — THE WHOLESALER'S SALESMAN (formerly 
Electrical Wholesaling). 


New from cover to cover—in editorial content and format— 
THE WHOLESALER'S SALESMAN will be geared to a new 
merchandising tempo—will go straight to the heart of the sales- 
man's daily problems. 


.. . SELLING APPLIANCES 


Adding increased effectiveness to THE WHOLESALER'S SALESMAN as a direct 
and forceful tool for manufacturers to increase sales of electrical appliances is the 
new monthly section, SELLING APPLIANCES. This section is devoted to helping 
the salesman increase his growing sales of these products at an even faster pace. 


cht 


M 
WONTHLY 


For increased profits through these salesmen in 1938 


use THE WHOLESALER'S SALESMAN 


A McGraw-Hill Publication 


THE WHOLESALER’S SALESMAN 


FORMERLY "ELECTRICAL WHOLESALING" 
330 W. 42d St., New York, N.Y. 
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4 Carl M. Snyder has been ap- 
pointed manager of appliance 
sales for General Electric. 


Clifford W. Stuart has been 
named manager of the Gen- 
eral Electric Home Bureau. 


Claude J. Hendon of G-E ap- 
pointed chairman of NEMA'S 
heating appliance section. 


J. A. Proctor, appointed as- 
sistant manager of G-E's Air 
Conditioning Division. 


Rew Rasiticns cf the Mouth 


ver 


ted 


SING 


H. S. Turner is the new mana- 
ger of Nash-Kelvinator's 
Order & Distribution Depart- 


ment. 


H. E. Long, Nash vice-presi- 
dent, is now director of Pur- 
chases for Nash-Kelvinator. 


General Electric Appliances 


Carl M. Snyder, a pioneer in ensemble 
selling of electrical appliances for the 
home and manager of the General Elec- 
tric Home Bureau in New York, has 
been appointed manager of apliance sales 
for the General Electric Company, effec- 
tive immediately, it has been announced 
by C. E. Wilson, vice-president of the 
company. In his new position Mr. 
Snyder is responsible for the sale of all 
products of the household appliance divi- 
sion, including home laundry equipment, 
vacuum cleaners, clocks, fans, and heating 
devices; for products of the radio divi- 
sion; and for products of the specialty 
appliance division, which include refriger- 
ators, ranges, water heaters, dishwashers, 
and disposals. 

Mr. Snyder’s activities during the past 
several years have ranged from the prac- 
tice of architecture and the promotion 
and sale of the electric dishwasher to the 
co-ordination of all electric home appli- 
ances in “packages” designed to attract 
the interest of builder, merchandiser, and 
consumer. The vehicle for the latter 
was the Home Bureau, which has admin- 
istered all of General Electric’s activities 
in the home building field, including the 
recent “New American” demonstration 
home programs and the present “Elec- 
trical Standard of Living” campaign. 
Aside from the special programs the 
Home Bureau has maintained an archi- 
tectural service, checking plans for wir- 
ing, lighting, and air conditioning spe- 
cifications, and has aimed to save a 


builder’s time by bringing together in. 


one spot all of General Electric’s varied 
interests in home building and equipment. 
Following his graduation from Syra- 


Edward F. Theis has been ap- 
pointed Works Manager for 
Fairbanks-Morse, Indianapolis. 


Crosley's Matt Williams has 
just been elected president of 
Cincinnati's Electrical Assn. 
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cuse University, where he was awarded 
the medal of the American Institute of 
Architects, Mr. Snyder served overseas 
as captain with the 54th infantry. After 
the war he practiced architecture success- 
fully, but became intrigued with the pos- 
sibilities of developing more efficient, 
lower-cost homes representing, however, 
increased opportunities for better living. 
He became associated with a company 
manufacturing electric home appliances, 
soon becoming sales manager and later 
president. This company was purchased 
by General Electric in 1930. 

As a member of the G-E organization 
Mr. Snyder suggested the first appliance 
design committee, which he still heads. 
He early saw the possibilities in the com- 
plete electric kitchen, and is generally 
credited with pioneering the program that 
has since been adopted by the entire in- 
dustry. With the “packaged kitchen” ac- 
cepted, General Electric began seeking the 
most effective means of telling the com- 
plete electrical home story to the public, 
and especially to the building industry. 
Snyder was transferred to New York as 
president of Houses Inc., and later as 
manager of the newly-formed Home Bu- 
reau. In the meantime an ambitious 
architectural competition and a two-year 
demonstration home program were 
launched to dramatize the isue, timed to 
coincide with the efforts of the Federal 
Housing Administration to inspire new 
construction and modernization of old 
dwellings. The current “Electrical Stand- 
ard of Living” program, suggested by the 
Home Bureau to raise building standards 
generally, is being sponsored by electric 
service companies throughout the country, 
and reflects the new approach to appli- 
ance selling. 

Mr. Snyder’s appointment to the post 


R. V. MacDonald goes from 
St. Louis to Dallas as G-E dis- 
trict appliance manager. 


Hotpoint's H. J. Mauger has 
been made chairman of the 
Electric Range Section of 
NEMA. 


William G. Bode has been 
made sales manager of Amer- 
ican Bosch's Radio Division. 


B. C. Bowe, appointed district 
appliance sales manager for 
G-E in St. Louis. 
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IT Glows WHILE ‘THE ELECTRIC 


OVEN IS ON!...IT Signals WHEN 


‘THE OVEN IS PRE-HEATED! 
\ 


This Thermal Eye oven-heat-control is a 
magic eye. It fascinates your customers. It sells! 


When the oven goes on, the’ Thermal Eye 


lights up... stays lighted all the theoven 


is in use ... shows a soft glow through its win- 


dow ... tells the woman, ‘Heat is on the way!" | 


THEN ... when the right tenmpuiatane be reached, a 
signal comes into view ... \ 
tells the woman that the 
oven is ready for use. 

A feature like Thermal Eye 
control will swing sales. Dis- 
play it... capitalize it... 
point to it...on your electric 
ranges. 


The Robertshaw engineering lab- 
oratory is available to range manu- 
facturers who want to equip with 
Thermal Eye controls. Write for in- 
formation. 


ROBERTSHAW THERMOSTAT COMPANY. YOUNGWOOD, PA. 
Manufacturers who have specialized in thermostats since 1899 


Over 2,800,000 Robertshaw Oven-Heat-Controls in Use 


OVEN -HEAT~- CONTROL 
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of appliance sales manager is indicative 
of the importance attached by the General 
Electric Company to this approach, the 
success of which has been demonstrated 
by the Home Bureau. Because of his 
known contributions to modern merchan- 
dising, the new assignment is especially 
popular with the company’s various dis- 
tribution outlets, 


G.E. Home Burear 


Clifford W. Stuart, secretary of the 
General Electric appliance sales committee 
and, for the last six months, the assistant 
manager of the G-E Home Bureau, has 
been named manager of the Home Bu- 
reau, effective immediately, by C. E. 
Wilson, vice-president of the company. 
The appointment comes after 15 years of 
service with General Electric, during 
which time Mr. Stuart has been asso- 
ciated with the accounting and publicity 
departments, and more recently with the 
appliance and merchandise department. 
He succeeds Carl M. Snyder, first man- 
ager of the Home Bureau, who has been 
named manager of G-E appliance sales. 


Westinghouse Air Conditioning 


William Hull Stangle will direct the 
recently announced Home Air Condi- 
tioning activities of the Westinghouse 
Electric & Manufacturing Company, ac- 
cording to P. Y. Danley, manager of the 
Refrigeration and Air Conditioning De- 
partment. 


WILLIAM H. STANGLE 


Stangle has long been identified with 
many prominent air conditioning mer- 
chandising and building activities. He is 
an experienced merchandiser, architect, 
and engineer, having been associated with 
Carrier Corporation, Hearst Publications, 
Raymond Hood, Normal Bel Geddes, 
The Barret Company, and others, in the 
design, application and merchandising of 
air conditioning and allied building equip- 
ment. Several of the largest air con- 
ditioning installations in New York City 
were installed in buildings on which 
Stangle was the architectural superin- 
tendent. 


G-E Air Conditioning 


J. A. Proctor has been appointed assist- 
ant manager of the General Electric air 
conditioning department, effective at once, 
it has been announced by J. J. Donovan, 
manager. Mr. Proctor, who for the past 
three years has been assistant to C. E. 
Wilson, G-E vice-president, will hence- 
forth make his headquarters at Bloom- 
field, N. J. 

Mr. Proctor is a graduate of the Gen- 
eral Electric test courses, having spent 
summers in experimental work at the 
company’s Lynn plants from 1905 to 1907. 
Following his graduation from the Massa- 
chusetts Institute of Technology in 1911, 
he became assistant chief engineer of the 
American Marconi Company. From 1913 
to 1929 he was successively chief engi- 
ieer, general manager, and vice-president 
of the Wireless Specialty Company, a 
G-E subsidiary. 

In 1929 Mr. Proctor became president 
of the R.C.A. Victor Company (Massa- 


chusetts), serving until 1932. During the 
next two years he was president of Fada 
Radio and Electric Corporation, and 
chairman of the board of the U 
Ventilator and Power Company, and in 
1935 took up his duties at Bridgeport as 
an assistant to Mr. Wilson. He holds 
many United States and foreign patents, 
and was the inventor of the marine direc- 
tion finder or radio compass. Among his 
other contributions are a single control 
tuning for various types of radio receiv- 
ers and a high vacuum circuit breaker or 
switch. He is a fellow of the Institute of 
Radio Engineering. 


General Electric District Appliance 


R. V. MacDonald district appliance 
sales manager for the General Electric 
Company in St. Louis since 1933, has 
been transferred to Dallas in a similar 
capacity, it has been announced by Ralph 
J. Cordiner, assistant manager of the 
G-E appliance and merchandise depart- 
ment. Mr. MacDonald will succeed F. 
W. Wheeler, who relinquishes his posi- 
tion in Dallas to asume other duties with 
the appliance sales organization. 

B Bowe, who has been district 
manager of radio sales for General Elec- 
tric in St. Louis, has been appointed 
district appliance sales manager to suc- 
ceed Mr. MacDonald. 

Mr. MacDonald, who before he en- 
listed in the air service during the war 
covered the whole state of Montana for 
the Butte Electric Supply Co., has more 
recently been radio manager for G.-E. 
Supply Corp. in San Francisco and dis- 
trict appliance sales manager in Kansas 
City, before being transferred to St. Louis. 

Mr. Bowe became district radio sales 
manager for the company in St. Louis in 
1936. He has been connected with Gen- 
eral Electric since 1909. 


G-E Refrigeration 


L. H. Miller, who for the past year 
has been manager of the Allentown, Pa., 
branch of the General Electric Supply 
Corporation, has been named sales man- 
ager of the domestic refrigeration sales 
section of the General Electric Company, 
A. M. Sweeney, manager of the section, 
has announced. He will assume his duties 
at Cleveland as of December 1 

Mr. Miller’s first contact with the G-E 
organization was as a refrigerator dealer 
in 1925. In 1927 he became president of 
the Electric Refrigeration Company, 
Louisville, state distributor for G-E do- 
mestic refrigerators. This organization 
was later known as the Thompson-Ster- 
ling Company. In 1934 he became vice- 
president and general manager of Elec- 
trical Housekeeping, Inc., at Cleveland; 
in 1935 he was transferred to the Key- 
stone Appliance Co., in Harrisburg, as 
president and general manager; and in 
1936, after the consolidation of Keystone 
Appliance with the G-E Supply Corp., 
he opened a new district for the latter in 
Allentown. 


L. H. MILLER 


O. D. Miller, district manager of ap- 
pliance sales for the General Electric Sup- 
ply Corporation at Dallas, has been ap- 
pointed manager of the Allentown, Pa., 
branch of the same organization, suc- 
ceeding L. H. Miller. 
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Corozone 


George Horter has been named sales 
manager of Corozone Distributors, Inc., 
air conditioning manufacturers, accord- 
ing to a recent announcement. The com- 
pany has moved into larger quarters at 
7700 Carnegie Ave., Cleveland, and have 
added the Surface Combustion Corpora- 
tions line of Janitrol heating equipment. 


GEORGE HORTER 


Nash-Kelvinator 


H. E. Long, formerly vice-president of 
purchasing for Nash Motors, has been 
appointed director of purchases for all 
divisions of Nash-Kelvinator Corporation, 
according to an announcement made today 
by George W. Mason, president. Mr. 
Long has established a central purchasing 
office at the Kelvinator factory, Plymouth 
Road, Detroit. 


Oe 


Kelvinator 
H. S. Turner has been appointed 


manager of Kelvinator’s Order and 
Distribution Department, succeeding 
J H. K. Lyons, who resigned on ac- 
; count of ill health, it is announced by 


H. W. Burritt, vice-president in charge 
of sales for Kelvinator Division, Nash- 


Kelvinator Corporation. Mr. Turner’s 
's appointment became effective as of 
November 10. 
s Mr. Turner, for the past two years, 
o has been connected with Kelvinator’s 


factory Service Department, as assist- 


ant to E. A. Seibert, manager. 
y, _ - For nearly a quarter of a century Sunlight has been buildin 
Cinci Electrical Association Y g 
meeting of Oro’. dependable electric motors for the washing machine industry. 
ot Throughout these years Sunlight has had a definite purpose in 
1; Radio Corp., Cincinnati, was elected presi- ith t of 
r dent. Other officers elected are: Willard mind—to provide leading manufacturers with a power unit of the same 
aS B. George of the Johnson Electric Supply ; / 
in Co., vice-president; Stanley Isaac of the high degree of excellence as their own products ... to give dealers a motor 
1e Auto-Rad Supply Co., secretary; and A. 
that is free from warranty work and repairs . . . to furnish smooth, depend- 
in > 
G.E. Supply C able performance to users of Sunlight-powered washers. That Sunlight 
Charles R. Pritchar d, formerly appli has succeeded in its purpose is shown by the high degree of acceptance 
ance sales manager for the General Elec- ° ° 
tric Supply Corporation at Adieme. tne accorded its products by manufacturers, dealers and housewives. The new 
been appointed manager of specialty appli- on ae 
tox Sunlight motor is the result of twenty-three years of building for a purpose. 
Mr. Pritchard, a native of Birmingham, Sunlight Electrical Division, General Motors Corporation, Warren, Ohio. 
Ala., was first associated with the Gen- 
eral Electric Company in that city, be- 
ginning in 1917. From 1919 to 1932 he 
was with Matthews Electric Sypply Co., 
Birmingham, G-E distributor, becoming 
merchandise manager. He joined G-E 
Supply at Atlanta in 1932, and became 
appliance sales manager in 1934, with 
responsibility for Tennessee, Georgia, and 
Florida. 
Crosley 
CINCINNATI, OHIO—James D. 


Shouse, former general manager of 
A KMOX, St. Louis, has been appointed 


p- vice-president of the Crosley Radio 

an» Corporation in charge of Broadcasting, 

“ Powel Crosley, Jr., president, announced 
today. 
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atre- 
gets SILENT POWER > 


H. J. McAllister, President, 
H. J. McAllister Corp., 
Manufacturers of Silentaire 


6 LENTAIRE is the outcome of Mr. H. J. McAllister’s 
10 years experience in the vacuum cleaner field. In de- 
veloping this new cleaner, thousands of housewives were 
personally interviewed. The features which they said were 
needed in a vacuum cleaner are embodied in Silentaire. 
This new bagless cleaner has an easy-to-empty drawer in 
the side of the machine which catches the dirt, and its 
whirlwind suction is produced by a trouble-free Black & 
Decker Motor which drives the 2 stages of turbine type 
fans used in Silentaire. 


Engineers for the H. J. McAllister Corporation wrote 
into their motor specifications high operating efficiency, 
economy, and quietness, and quite naturally Mr. H. J. 
MeAllister came to Black & Decker with these demands. 


Silentaire’s complete ball bearing motor is just another 
typical example of how Black & Decker engineers help 
manufacturers of all types of vacuum cleaners solve their 
motor problems—and produce for them, in quantity, the 
right motor for the job. 


The Black & Decker Electric Company is America’s 
most experienced specialist in the design and manufac- 
ture of complete motors or series parts for vacuum clean- 
ers. The cooperation of our engineers is at the disposal of 
manufacturers who may be interested in the application of 
universal motors to the improvement of their products. 


BLACK & DECKER 


THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 
formerly 
SPECIALISTS IN THE DESIGN AND APPLICATION 
OF UNIVERSAL MOTORS 
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General Electric 


The advancement of Harold T. Hu- 
lett from assistant manager to the 
position of manager of the Commer- 
cial Refrigeration Section has just 
been announced by the Specialty Ap- 
pliance Sales Division of the Appli- 
ance and Merchandise Department, 
Electric Company, Cleveland, 

io. 


HAROLD T. HULETT 


Mr. Hulett has been associated with 
the General Electric Company for 
ten years, having served as assistant 
manager of the Section for the past 
two years. 


American-Bosch 


According to Arthur T. Murray, its 
president, the United-American Bosch 
Corporation of Springfield, Mass., has 
appointed William G. Bode as sales 
manager of its Radio Division. 

Mr. Bode has been actively connected 
with the radio industry since 1921, 
when he was one of the first music 
dealers on the Pacific Coast to take 
over the sale of radio equipment. Join- 
ing the American-Bosch organization 
in 1926 he first headed up the radio 
activities of the Company’s San Fran- 
cisco branch for seven years until 1932 
when he was transferred to the main 
office at Springfield, Mass., where he 
has since held the position of assist- 
ant radio sales manager. 


Fairbanks-Morse 


Mr. W. Paul Jones, General Manager, 
Fairbanks-Morse Home Appliance Divi- 
sion, Indianapolis, Indiana, announced 
the appointment of Mr. Edward F. Theis 
as Works Manager for the Indianapolis 
Plant, to take effect immediately. 

Mr. Theis brings to Fairbanks-Morse 
a thoroughly-rounded experience in the 
automotive and appliance fields, dating 
back to the early days of automotive 
manufacturing. His experience as a pro- 
duction specialist, has stamped him as out- 
standing in this field of industrial man- 
agement. 


H. A. McRae Co. 


Announcement was made recently by 
P. C. Ford, president, H. A. McRae 
Co., Inc., Troy, N. Y., appointing “Rudy” 
Browd as general manager and vice-presi- 
dent, in charge of all operations of the 
company. 

Mr. Browd has been associated with 
H. A. McRae & Co., Inc., for several 
years in the capacity of sales manager 
and vice-president. Mr. Browd will con- 
tinue to actively direct the sales of this 
company in addition to his other duties 
as general manager. 

This company sell all leading fines, and 
in their appliance department are dis- 
tributors for Stewart-Warner radio and 
refrigeration, automatic washers, Elec- 
tromaster ranges. Quarter Burnoil heat- 
ers, Royal Rochester, Samson and Sun- 
beam Appliances and other household 
electrical appliances. 


Armco 


Murray B. Wilson, associated with 
Armco since 1923, has been named 
manager of the New York sales dis- 
trict of The American Rolling Mill 
Company, Middletown, Ohio, accord- 
ing to H. M. Richards, manager of 
the sheet and strip sales division. 


Horton 


Three new appointments on the 
executive staff of the Horton Manufac- 
turing Company have just been an- 
nounced by Henry J. Bowerfind, pres- 
ident. A. Askerberg, formerly 
assistant treasurer and production man- 
ager of the Horton Company, has been 
appointed to the position of general 
manager. He will also continue to act 
as assistant treasurer. 

R. G. Warner, formerly sales promo- 
tion manager, has been promoted to 
sales manager. Mr. Warner’s long 
experience in the sales management 
work and particularly with automo- 
tive and electrical companies, selling 
through the wholesale and jobbing 
field throughout the country, qualifies 
him for his new work with Horton. 

E. A. Jordan, who has been in 
charge of sales service for the com- 
pany, has been appointed assistant 
sales manager. During his year and a 
half’s association with Horton, Mr. 
Jordan has had the opportunity of 
contacting a great many distributors 
and dealers to whom he has given 
valuable aid and instruction. 


G-E Conduit and Wire 


F. A. Parnell has been appointed 
sales manager of the General Electric 
conduit and wire sales section, Bridge- 
port, Conn., it has been announced 
by J. H. Crawford, manager of the 
construction materials division. A. E. 
Newman is manager of the section. 
Mr. Parnell was formerly manager of 
ie promotion for construction mate- 
rials. 

Mr. Parnell joined General Electric 
in 1929 as a member of the advertis- 
ing division of the appliance and mer- 
chandise department, specializing in 
automotive products. He became the 
head of advertising and sales promo- 
tion for construction materials in 1931. 


G-E Accessory Equipment 


T. D. Foster, manager of accessory 
equipment sales for the General Elec- 
tric construction materials division, 
Bridgeport, has announced the ap- 
pointment of F. C. Dazley as sales 
manager and that of F. C. Ralph as 
commercial engineer of the section, 
effective immediately. Mr. Ralph will 
also continue his responsibility in the 
electric range accessory field. 


G-E Construction Material 


H. E. Merrill has been: appointed 
advertising manager of the construc- 
tion material sales division of the 
General Electric appliance and mer- 
chandise department, it has been an- 
nounced by C. H. Lang, G-E adver- 
tising manager. He will succeed F. 
A. Parnell, who has assumed other 
duties. 

Mr. Merrill became associated with 
construction material advertising in 
1930, and has been connected with both 
editorial and production work at 
Bridgeport since that time. 


Warren Norge 


C. B. Warren, president of the War- 
ren Norge Company organization, an- 
nounces the appointment of a new com- 
mercial sales manager, Harry B. 
Towbis. 

Mr. Towbis has been with the or- 
ganization for three years. 
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Apex 
rith C. W. Smith, Sales Manager, Apex 
ned Rotarex Corporation, Cleveland, Ohio, 
dis- manufacturers of Washers, [roners, 
Ail! Cleaners and Refrigerators, announces 
rd- the promotion of L. S. Donberg to Dis- 
of trict Manager in Indianapolis, Indiana. 
Donberg was formerly of the City Sales 
Division in Cleveland, Ohio. 
Sam Brown, Apex City Sales, Cleve- 
land, Ohio, will handle Donberg’s ac- 
counts in addition to his present territory. 
the 
an- 
rly 
an- 
een 
ral 
act 
no- 
to 
ong 
ent 
no- 
ing 
ing 
fies 
on. 
in 
L. S. DONBERG 
ors NEMA 
- CHICAGO—H. J. Mauger, assistant 
to the president of the Edison General 
Electric Appliance Company of Chicago, 
of the of ORCELAI a 
electrical appliances, was elect air- a te 
man of the Electric Range Manufac- ENAMEL - ++I know, Madam- probably 
Section the National Very among your personal friends there 
ric Manufacturers’ Association at the annua : p 
ge- meeting in Chicago in November. — wr several who have had difficulty 
_ At this meeting the Range Manufac- with appliance finishes. 
= turers’ group planned to launch an ex- *‘But, Madam—those finishes are not ; 
tensive industry promotion, including a 
= national advertising program, in order porcelain enamel. The beauty—the original 
ie. to secure a faster acceleration of the ac- lustre—the delicate colors of porcelain 
ceptance of electric cookery, to publicize : 
tric the idea that it is no longer expensive, enamel are everlasting. 
tis- and also to take advantage of the new “Go to the museum and look at some of 
editorial and popular interest in kitchen 
y modernizing by endeavoring to get over their porcelain enameled art objects. They 
the 4" os is not modern are hundreds if not thousands of years old. 
a1. _ Mr. Mauger has had long experience Yet they are just as beautiful today as they 
in industry activities and promotional pro- were when new. 
grams. Identified with the range busi- 
ness since its inception, he helped to Well—this is exactly the same kind of 
finish .. . porcelain enamel. The beauty of 
wh and wae of group for porcelain enamel is everlasting. That’s why 4 our 
several years ore the range manu- s * _ ‘orcelain Enamel” will help your sales people make 
_ facturers became a separate section. He you will be p roud of x for years and me at both higher profits and happier customers. Write for a 
- A is domestic chairman of the general Busi- why we take pride in recommending it. copy today. 
- ness Development Committee of NEMA. 
ion, Claude J. Hendon, manager of the heat- 
will ing device sales section of the General , EDUCATIONAL BUREAU 
the Electric appliance and merchandise de- 
partment, Bridgeport, was appointed chair- PORCELAIN ENAMEL INSTITUTE, Inc. 
man of the domestic appliance section 9 
of the National Electrical Manufacturers’ 612 North Michigan Avenue «+ Chicago 
Association at its meeting in Chicago on 
October 27. 
ted Mr. Hendon became manager of G-E 
IC- heating devices in 1934 and has been 
the closely identified with appliance merchan- 
1er- dising for the past 16 years. His re- 
an- sponsibilities with General Electric cover 
rer- a number of products, ranging from 
F. electric irons to mixers, roasters, and 
thoroug nowledge of the small appli- . 
ance business have been acquired through SEND F OR FREE BOOK 
in a close attention to field activities, as he 
oth is an extensive traveler, maintaining fre- : ' 
at PORCELAIN ENAMEL INSTITUTE, Inc. 
e was first identifed with appliance 
merchandising in 1921, as a member of . 612 North Michigan Avenue, Chicago 
the retail sales organization of the Send mea copy of your FREE book: ‘Sales Manual for Porcelain Enamel.” } 
Georgia Power Company, and later be- 
came sales supervisor. He became asso- 
lar- ciated with the Edison General Electric Name 
an- Appliance Company in 1927 as a range 
ym- specialist in the Atlanta district. Later 
B. he was appointed district representative Firm 
of the G-E merchandise department in ‘ 
or- Atlanta, and in 1932, district appliance 
sales manager. Address 
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THE 


@ In which new products 


and merchandise pass 


in review for your benefit. 


APEX Cleaner Ensemble 
Apex Rotarex Corp., Cleveland, O. 


Selling Featur 


floor cleaner 


ting handle, 
switch; 


es: Ensemble consists 
of Apex floor and hand cleaners; 
has aluminum nozzle 
with grey crinkled finish, glove fit- 


“off” and “on” 
Bres-toe 


and height indicator ; 


rotating 


brush ; 


toggle 
yzzle adjustor 
Apex forward 


rubbe bumper 


h.p. Apex precision built motor (a.c. 


or d.c.); 18 


ft. cord 


plug. Aluminum 


weighs 54 Ibs.; 
ish; balanced 


hand 
grey 
handle, 


and all rubber 
cleaner, 
crinkled fin- 
rubber cov- 


ered cord and indestructible plug. 


Price: 


$39.95 


complete. 


Electrical 


Merchandising, December, 1937. 


FAIRBANKS-MORSE 


Refrigerators 


Fairbanks, 


Models: New 


Morse & Co., 
pliance Div., 


1938 line 


Home Ap- 


Indianapolis, Ind, 


consists of 9 


models starting with EX-4 and EX- 


6, 3 DeLuxe 


dels, 


5, 6 and 7 cu. 


it. and 4 Super-DeLuxe models, 4, 


5, 6, and 7 cu. ft. with Conserva- 


dor in each model. 
Selling Features: Pressed metal 
shelves replace wire racks in im- 


proved 


door hinges, 
ated reserve 


is available in 6 and 7 ft. 


Conservador 
nium blue trim on handles, 


with delphi- 
tops of 


new type non-refriger- 


storage 


compartment 
models ; 


dial-type temperature control in all 
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Dictoyraph Products Ince., 


Devic 


but EX models; ribbon-type shelves, 
sliding shelves and split shelves in 
all but 4 ft. models; fluted 2-tone 
metal fronts on self-sealing crisp- 
er and sliding fruit basket, door 
and panelling of evaporator, reserve 
storage compartment and in door 
hinge finish; evaporator and con- 
denser unit has been re-designed for 
greater efficiency ; reciprocating type 
unit has been retained thruout line. 
—Electrical Merchandising, Decem- 


ber, 1937. 


G-E Washer 


General Electric Co.., 
Mdse. Dept., 


Dei ice: Type 
spinner washer. 

Selling Features: Aluminum activator 
consists of 3 blades which begin just 
above water line; washing action 
draws clothes down through water; 
spin basket bottom of zinc, upper 
section perforated steel; basket ro- 
tates at about 870 r.p.m.; automo- 
bile-type clutch equipped with auto- 
matic brake; holds full washer-tub 


Appliance & 
Bridgeport, Conn. 


AW-802. double-tub 


load; swivel drainboard;  direct- 
drive impeller-type pump; tub 22 in. 
diam.; h.p. GE motor, spring- 


mounted and sealed in special lubri- 
cant;  direct-drive transmission: 
white enamel finish. — Electrical 
Merchandising, December, 1937. 


DICTOGRAPH Doormaster 


580 Fifth 
Ave., New York City 


Combination microphone- 
loudspeaker for installation in front 
or back doorjambs and a table or 
wall-type hand set phone conven- 
iently located inside house for com- 
munication with visitor ringing door 
bell before admitting to house; may 
also be used as intercommunicating 
system between bedroom and kitchen 
or nursery.—Electrical Merchandis- 
ing, December, 1937. 


Edison General Electric Co., 


Models: 


P 


Robert Gair Co., Inc., 


Device: 


‘elling 


HOTPOINT Refrigerators 


5600 W. 
Taylor St., Chicago, III. 
Fifteen new models from 3 
cu. ft. to 16 cu. ft.; 3 lines: Standard 
includes models 3, 5, 6 and 7 cu. ft.; 
DeLuxe line, 4, 5, 6, 7 and 8 cu. ft.; 
and mperial line, 4, 5, 6, 8, 12 and 
16 cu. ft. 

Features: Circulaire cooling 
provides circulation of air by means 
of automatic fan installed between 
condenser and Thriftmaster; fan op- 
erates by independent 74 watt motor 
only when mechanism is running; 
Pop-Ice tray permits removal of 2 ice 
cubes at time or entire tray, as de- 
sired; 5-zones of cold: Speed freez- 
ing for ice and frozen desserts; meat 
and cold storage zone; cold beverage 
zone; food protection zone; and con- 
ditioned fruit and vegetable zone; 
special shelf arrangements provide 
flexibility of interior arrangement; 
one vegetable drawer in DeLuxe 5, 6, 
7, 8 and Imperial 5, 6 and 8 cu. ft. 
models; Imperial 12 and 16 cu. ft. 
have 2 vegetable drawers; fruit rack 
in DeLuxe 6, 7, 8 and Imperial 6 and 
8 cu. ft. models ; all except 3 cu. ft. 


Standard have food safety gauge 
mounted on front of top shelf; and 
automatic interior light. Imperial 


models equipped with accessories con- 
sisting of 2 mixing bowls, 3 left-over 
dishes with covers, butter dish and 
crockery water decanter. Improved 
cold control with 16 pt. adjustment 
consists of single control at top of 
speed freezer; streamline hardware; 
porcelain interior, white baked Glyp- 
tal exterior all models except lm- 
perial, which are all porcelain. 

rice: From $116. to $525.—Electrical 
Merchandising, December, 1937. 


ELECTROPHONE Set 


155 E. 44th St., 
New York City 


Set consists of 2 French 
phone receivers and sufficient wire 
when operated with standard bat- 
teries makes up into a real telephone 
line; instruments are equipped with 
dial type switch to turn current on 
and off; features include 1-piece 
casting, carbon granule microphones, 
2 coil receivers; full size, black 
finish instruments.—Electrical Mer- 
chandising, December, 1937. 


DECEMBER, 


The Apex Rotarex Corp., Clez 


Models: 


Selling Features: 


Beam Mfg. Co., 
Device: New Beam Water Fle 


Selling Features: 


APEX Refrigerators 


eland, 
hio 


Three new lines are features 
for 1938: the Extra Value line, 
the Air Conditioned line and the 
Two Zone model. 

Extra Value line 
includes 7 models ranging in size 
from 3 to 8 cu.ft. with a special 
6 cu.ft. model as a low-priced sale 
leader; features include extra large 
shelf area with scientific arrange- 
ment, sliding shelves, sliding wire 
basket, sliding covered vegetable 
crisper; optional at small! additional 
cost is the DeLuxe set consisting 
of 3 glass covered dishes for left- 
overs, 3 covered ovenware dishes, 
a water jug and wide carrying 
basket. Air Conditioned line in- 
cludes 2 models, 610 and 710 with 
6.10 and 7.10 cu.ft. capacities; de- 
hydration and drying out of foods 
is eliminated in these models—all 
foods can be stored without cover- 
ing, permitting free air circulation; 
food odors are also eliminated; de- 
frosting is not necessary because 
there is no frost accumulation on 
unit. Apex Two Zone refrigerator 
in 3 sizes, small (9 sq.ft.) medium 
(124 sq.ft.) and large (14 sq.ft.) 
has 2 separate compartments—air 
conditioned upper compartment mak- 
ing it unnecessary to cover foods, 
and separate from the air condi- 
tioned compartment is large frozen 
storage compartment which will 
hold aproximately 1 bu. frozen food; 
meats, vegetables, etc., may be 
frozen and stored indefinitely in this 
compartment; ice cubes are frozen 
faster, and entire compartment can 
be used to make ice.—F/ectrical 
Merchandising, December, 1937. 


v 


BEAM Washer 


Webster City, Lowa. 
x washer 
without an agitator. 

New washing princi- 
ple; no moving parts within washing 
compartment; aluminum impeller en- 
closed beneath center post maintains 
continuous circulation of water at 
high velocity ; clothes are fanned out, 
rubbed against each other, shot 
through them in continuous “squeeze- 
wash” process through forceful water 
movement alone; equipped with De 
Luxe Lovell  wringer.—Electrical 
Merchandising, December, 1937. 
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TOTAL 
OFFER 


BOTH FOR 
CUSTOMER'S OLD ANER- 


PREMIER DUPLEX - MODEL 


with motor driven brush gpd accessories 


CLEANER 
Prices slightly higher 
) West of the Rockies 


@ Two cleaners for the price of 
one... That's what the customer wants and that's 
what Premier offers to its dealers for 1938 . . . Not only one combination of 
two high quality Premier Cleaners But 4 Combinations Priced to meet 
every purse and purpose. And you get your full discount on the introductory 
prices. Write today and get full information on Premier's New Dealer Franchise. 


No. 102 


PREMIER DIVISION 
ELECTRIC VACUUM CLEANER COMPANY 
Cleveland, Ohio | 


Please send complete information on Premier Vacuum 
Cleaners to me. 


STREET 


| 
| 
SIGNED | 
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The 


@ In which new products and merchandise pass in review for your benefit. 


GIBSON Refrigerators 


Gibson Electric Refrigerator Corp., 
Greenville, Mich, 


Models: 8 models: Standard line con- 


sists of 4, 5, 6 and 7 cu. ft. models 
Custom Built line consists of 5, 6, 7 
and 8 cu. ft. models. 

Selling Features: Copper Freez’r Shelf 
is outstanding feature in entire line; 
Defrostajar occupies only .21 of a 
sq. ft. on top shelf; tray lifter ; swing- 
shelf; new ice cube trays; sliding 
vegetable freshener and storage bas- 
ket; illuminated control dial and food 
zone indicator on panel of Freez’r 
shelf; Tilt-bin in all Custom Built 
models; twin cylinder MonoUnit 
compressor has been made quieter ; 
t h.p. motor; Gibson Hylux exteriors 
and porcelain interiors; Custom Built 
line will also be available in porce- 
lain —Electrical Merchandising, De- 
cember, 1937. 


v 


CROWN Range 


Crown Stove Works, 4627 W. 12th 


Place, Chicago, 


Model: “Northwood” combination elec- 


tric and coal range. 


Surface Burners: Two 8*in. and two 64- 


in. open type units 1800, 1500, 1200 
and 1000 watts, each controlled with 
3-heat switch; Chromalox units 
available at extra cost. 


Size: 3 in. wide, 29 in. deep including 


flue box for heater section; cooking 
top 36 in. high; over 16 in. wide, 15 
in. high. 

Selling Features: Porcelain enameled 
oven equipped with capillary tube 
type snap action temperature control 
mounted on backguard; 2-safety side 
racks; 2 oven units—upper for broil- 
ing, bottom for baking; special de- 
sign baffle plate on bottom unit easily 
removed for cleaning; automatic 
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clock at slight additional cost ; heating 
section top 134x204 in.; duplex 
grates; key plate top; ahennieal ash 
pan; hot water section available at 
slight extra cost; burns coal, wood or 
coke; concealed front draft controls; 
white finish with black trim; all 
other finishes, including Monel Metal 
top extra on order.—Electrical Mer- 
chandising, December, 1937. 


COPELAND Refrigerators 


Copeland Refrigeration Corp., Holden 


Ave., at Lincoln, Detroit, Mich. 


Models: 438, 538, 638 and 838—4, 5 


8 cu. ft. capacities. 


Selling Features: Humidikold evapora- 


tor provides high relative humidity 
due to fin surface at rear and assures 
circulation of air thruout food com- 
partment with “flue” arrangement of 
fins; defrosting required less fre- 
quently because there is no refrig- 
erant tubing on side walls; fast 
freezing of ice cubes accomplished by 
tubing above and below each tray; 
food file consisting of hydrator and 
basket beneath porcelain lower shelf 
standard in 538 and 638; twin com- 
pressor with lifetime oiling system; 
Dulux exterior.—Electrical Merchan- 
dising, December, 1937. 


MOTODENT Tooth Brush 


The Motodent Co., 210 W. 7th St., 
Los Angeles, Calif. 


Device: Electric tooth brush. 


Selling Features: Massages gums and 
cleans teeth; mounted at one end 
on detachable brush arm, a small 
circular brush oscillates in short 
arc, 7,200 times per min.; bristles 
shaped to get into hard-to-reach 
crevices; extra individual brush 
arms identified by numbers avail- 
able for entire family. 

Price: $10 complete; brush arms, 
$1.50 each; replacement brushes 50¢ 
each. — Electrical Merchandising, 
December, 1937. 


K & E Motoraser 


Keuffel & Esser Co., Adams & Third 
St., Hoboken, N. J. 


Device: Electric erasing machine. 

Selling Features: Weighs less than 7 
ozs.; entire unit fits in palm of hand 
with convenient switch at finger tip 
for instant control, no corners or 
sharp edges; 2-piece moulded housing 
3 in. long, 24 in. diam.; can be di- 
rected as accurately as pencil point; 
high speed erasing point clears large 
area in short time. Separate models 
for a.c. and d.c. | 

Price: $6.50; extra erasers, $1. a gross. 
—Electrical Merchandising, Decem- 
ber, 1937. 

¥ 


CROSLEY Refrigerators 


The Crosley Radio Corp., Cincinnati, O. 
Models: 10 —7 standard models and 4 
De Luxe models. 


Capacities: Standard models 3, 3.16, 
3.6, 4.3, 5.07, 6 and 7.1 cu. ft. capaci- 
ties; De Luxe models, 4.3, 5.03, 6.1 
and 7.1 cu. ft. capacities. 

Selling Features: Standard models 
equipped with Shelvador—extra stor- 
age shelves-in-door; Crosley Speede- 
cube release; quick action tray re- 
lease; 18 point temperature control; 
built-in thermometer ; refrigerated 
evaporator shelf for fast freezing; 
cold storage tray; porcelain food com- 
partment rounded corners; automatic 
interior light; ventilated front; knee 
action door handle; chrome hardware, 
Dulux finish; De Luxe models 
equipped with Crosley crisper; Stora- 
drawer; shelf-jars and covers; Bee- 
tleware dessert cups; stainless steel 
breaker strip. Model KB5-30 table 
model equipped with flat porcelain 
table top 36 in. high, for extra work 
surface. 5-tube superheterodyne radio 
designed to fit into top of De Luxe 
and larger Standard models is an- 
other feature—speaker grille and con- 
trol knobs replace escutcheon on front 
of Shelvador top.—Electrical Mer- 
chandising, December, 1937. 


* 


RITTENHOUSE Display Board 


The A. E. Rittenhouse Co., Inc., 
Honeoye Falls, N. Y. 


Device: Wall type demonstration board. 
Selling Features: Demonstrates 4 bar 


chime models (200, 100, R and S) as 
well as tubular chime model PO-4; 
26 in. wide, 19 in. high; furnished 
completely wired and equipped with 
chimes, pushbuttons and transformer 
with cord plug. A coil of annunciator 
wire is also furnished for connecting 
board to transformer for convenient 
connection to nearby outlet.—Electri- 
cal Merchandising, December, 1937. 


APEX Washer and Ironer 


The Apex Rotarex Corp., Cleveland, 
Ohio 


Model: No. 3-200. 


Selling Features: Ironing mechanism 
designed for easy attachment to 
wringer post, quickly converting 
washer into ironing machine; iron- 
ing shoe 26 in. long, rust-proof, 
gun-metal finish, conveniently lo- 
cated controls—shoe control on 
right and push-pull pressing lever 
at left of roll. Standard 16 gal. tub 
with 3-vane Apex agitator, alumi- 
num Lovell safety wringer with ad- 
justable pressure; dawn grey finish; 
wringer post ironer will also fit 
higher priced Apex washers. 

Price: $69.95 complete. — Electrical 
Merchandising, December, 1937. 


DOMINION Iron 


Dominion Electrical Mfg. Co., 22 Elm 
St., Mansfield, O. 


Device: No. 340 “Fleet Heet” auto- 
matic iron. 

Selling Features: Weighs 4 \bs.; 1000 
watt element; Bakelite handle fits 
hand with thumb rests; automatic 
control—fabric indicator ; bevelled 
base for ironing around buttons, 
etc.; rounded . — Electrical 
Merchandising, December, 1937. 
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1. "PREMIER" OFFERS 
SALES HELPS 


Literature displaying and describ- 
ing Premier vacuum cleaners is of- 
fered by the Electric Vacuum 
Cleaner Company. A comprehen- 
sive selection of selling aids is also 
available. 


2. "FRIGIDAIRE" RANGE, 
REFRIGERATOR STORIES 


A colorful 24-page book announc- 
ing the new Frigidaire electric 
ranges and a beautifully printed, 
plastic bound presentation of the 
company’s 1938 line of refrigerators 
have been prepared for dealers by 
the Frigidaire Division of the Gen- 
eral Motors Sales Corp. 


3. "BEAM" WASHER 
DETAILS 


Full information on the Beam Water 
Flex Washer is presented by the 
Beam Manufacturing Company in 
a story worth reading. The coupon 
brings the company’s literature. 


4. ''ELECTROL'' MAILING 
PIECE 


A clever little mailing piece, to be 
sent out under dealers’ imprints, 
has been prepared by Electrol Inc. 
on Electrol automatic oil heating 
equipment. 


5. "G-E" HANDBOOK ON 
RURAL LIGHTING 


Light for the Farm, an interesting 
and authoritative book on farm 
lighting technique prepared by the 
General Electric Company, should 
prove valuable addition to dealers’ 
data files. 


6. “STEWART-WARNER" 

REFRIGERATOR FACTS 
Stewart-Warner Corp. has a new 
fact-filled booklet describing 1938 
line of refrigerators. Full page il- 
lustrations picture the various 
models and 30 selling highpoints 
are conveniently listed for easy 
reference. 


7. "FLUID-HEAT" LITERATURE 

Fluid Heat Division, Anchor Post 
Fence Co., has published two at- 
tractive folders on its new line of 
burner-boiler units. In addition to 
the usual sales information, these 
folders contain important data on 
heating loads and specifications. 


8. "KOOLROOM" DEALERSHIP 
STORY 


Dealers ready to capitalize on what 
the Indian Products Corp. claims 
is a heretofore untouched market 
will get all the facts on franchise 
proposition offered by company in 
connection with its line of Kool- 
room coolers. Your check mark 
brings complete story. 


9. "TRANE" AIR - CONDITION- 
ING STORY 

Latest issue of Weather Magic, 
Trane Company house publication, 
stresses the swing to year-round 
air-conditioning and contains some 
unusually interesting information 
on zone air-conditioning and multi- 
ple projection unit heaters. 


< 


FREE SALES HELPS 


Knowledge is power—and good merchandising. No man can know too much 
about his merchandise—and about the literature and other sales aids pro- 
vided by the manufacturers to help him sell it. To keep posted, take advantage 
of the free sales lielps listed on this page. Circle the numbers of the items you 
want on the coupon—sign—detach and mail. You'll get full details free. 


10. "PACKARD" SHAVER 
CONSUMER LITERATURE 

A handy, pocket-sized little book of 
instructions for the use of electric 
shavers has been prepared by the 
Progress Corporation for distribu- 
tion to users of the Packard Lektro- 
Shaver. 


11. “CONTINENTAL MOTORS" 
PRODUCT INFORMATION 
An attractive and informative fold- 
er on Clean Air portable air-con- 
ditioning units and a leaflet which 
presents the detailed story of “Tiny 
Tim” battery chargers are offered 
by the Continental Motors Cor- 

poration. 


12, "GUTH" LITERATURE 
AVAILABLE 


Three clever folders, one on Op- 
tilux, indirect illuminant; one on 
Louvre Lens; and a third on An- 
coda, described as “A New De- 
velopment in the Lighting Art,” 
have been prepared by the Edwin F. 
Guth Company. 


13. "AUTOMATIC SWITCH" 
BULLETIN 

A comprehensive bulletin (920A) 

of technical facts on remote control 

switches has been prepared by the 

Automatic Switch Company. Serv- 


. icemen in particular will find this 


useful. 


14. "ALTHOFF" PREPARES 
ATTRACTIVE MATERIAL 


Bright new folders prepared by the 
L. A. Althoff Corp. stress conven- 
ience feature of company’s Head- 
light de luxe grille top heater. 
Alert dealers will want to check 
the profit-possibilities of this prod- 
uct as set forth in the literature. 


15. "CENTURY" MOTOR 
INFORMATION 

A new 24-page book by the Cen- 
tury Electric Company presents 
description and characteristics of 
fractional horsepower motors, with 
suggestions on their use in electric 
appliances. 


16. "PORCELAIN ENAMEL" 
SALES MANUAL 

Newest achievement of the Porce- 
lain Enamel Institute is a 92-page 
‘how-to’ sales manual offered with- 
out charge to anyone selling appli- 
ances. An attractively printed and 
bound volume which deserves a 
place in your business library. 
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17. "GOODYEAR" OFFERS 
DATA ON BELTS 

Goodyear fractional horsepower 

belt story and data on money mak- 

ing opportunities in washing ma- 

chine wringer rolls will be sent by 

Goodyear to all interested dealers. 


18. ""G-E" SUN LAMP 
SALES HELPS 


Light of public interest is shining 
on sunlamps. For dealers who are 
“hot” on this type of merchandise 
we suggest G-E’s data on its sun- 
lamp line and sales promotional 
helps. 


19. “EMPIRE” STORY 
ON PRESSERS 


An interesting circular describing 
an interesting product—the Empire 
presser—has been prepared for 
dealers’ use by the Empire Electric 
Company. 


20. "NORGE" HAS NEW BOOK 
The Norge Division of the Borg- 
Warner Corp. offers dealers a new 
book described as a full volume on 
appliance selling and promotion 
with special sections on store op- 
eration, etc. 


21. “CHROMALOX" 
LITERATURE 


Information on Chromalox range 
units is contained in a hard hitting 
booklet prepared by the Edwin L. 
Wiegand Company. A copy is yours 
for the asking. 


22. “VOSS BROS." CIRCULAR 
A colorful and profusely illustrated 
folder intended for dealer distribu- 
tion to washer prospects. Ample 
space is provided for dealer’s own 
imprint. Sample copy free. 


23. “WALSER" AUTOMATIC 
TIMER BROCHURE 


Walser Automatic Timer Company 
has a smartly produced pamphlet 
on its line of automatic timers. 
Brochure is amply illustrated and 
complete in detail. 


24. “OWENS-ILLINOIS" OFFERS 
"FIBERGLAS" STORY 


If you’re interested in a brochure 
setting forth the many advantages 
of Fiberglas insulation for modern 
refrigerators, Owens-Illinois Glass 
Company will send it. Use coupon. 


25. "BENJAMIN" INDUSTRIAL 
LIGHTING CATALOG 


Benjamin Electric Manufacturing 
Company, announces its 352-page 
sectionalized and cross - indexed 
loose leaf catalog presenting the 
complete Benjamin line of indus- 
trial lighting equipment and detail- 
ing floor layout plans, lighting ef- 
ficiency curves, etc. “Compli- 
mentary copy” if you use coupon. 


26. “INTERNATIONAL NICKEL” 
BULLETIN 

Just released is the International 

Nickel Company, Inc.’s new bul- 

letin, “Nickel Alloy Steels for 

Hand Tools.” Your copy free. 


Check the item you want on this Coupon—sign—detach and mail. 


330 W. 42nd St., 
New York City 


* CIRCLE NUMBERS 
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Gentlemen: We are interested in knowing more about the DEALER LITERA- 
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ON LARGE AIR CON- 
DITIONING UNITS SELL 
GOODYEAR 
E-C CORD MULTI-V BELTS 
made in matched sets, uniform radio type cold control dial pro- 
length, accurate cross section vides temperatures; new concealed 
light and switch operates auto- 
matically with opening and closing 
door; automatic defroster; no-tip, T 
rounded metal shelf arrangement; 
top left shelf spaced for milk bot- D 
tles, right side for tall bottles and 
gallon jugs; 2 removable shelf sec- © 
tions in center shelf provide con- - 
venient space for bulky foods; full 
depth, full width drawer-type tray 
with egg rack; dry vegetable bin in 
lower compartment. — Electrical 
Merchandising, December, 1937. 
UNIVERSAL COOLER Refrigerator 
Universal Cooler Corp., Green & 
Melvill Sts., Detroit, Mich. 
Model: AD 658. P. 
Selling Features: Newly designed 
freezer with 25 watt bulb located on 
top providing automatic interior light- 
ing and illuminated dial control; con- 
trol has 15 temperature selections and 
built-in safety zone thermometer; 
basket on door conserves shelf space; 
sliding shelf; cocktail trays; rubber 
grid; lift out shelf; 2 crisperators, 2 
storadrawers and a 3-piece pottery 
dish set; Ucoluxe enamel exterior 
with chromed semi-concealed hinges v 
and latch.—Electrical Merchandising, 
December, 1937. HOOVER Cleaner 
v The Hoover Co., North Canton, Ohio. 
Model: Norca—low-priced cleaner to be 
sold over counter. 
Selling Features: Brush-type cleaner, 
Over 200 different sizes—for all standard makes and models 
; sweeping brush; adjustable handle; } 
ap rubber covered cord; nozzle height 
LEED adjustment; high-grade bag fabric. 
() } Price: $39.75; dusting tools, $8.50; N 
Norca Dustette, $14.50.—Electrical 
PUMPS Merchandising, December, 1937. D 
q Se 
wooo 
WORKING MACHINES 
So promery! service tests prove that Goodyear Frac- NUTONE Door Chimes 
tional Horsepower V Belts last up to twice as NuTone Chimes Inc., 317 Sycamore St., 
long as other kinds — with practically no slip or Cincinnati, Ohio. 
on stretch — due to their endless cord construction. State 2 
Guanene That is why they are your best bet—because they in- 
sure lasting satisfaction — build good will for you 
with every customer! Remember, Goodyear is the ot and Gun 
world’s largest manufacturer of quality rubber belt- rear door; operates on 110 volts, 60 | 
ing—and it always pays to sell the best. Goodyear V cycles, ac. or dry cell batteries; v 
Belts are made in correct sizes for all standard makes 
waswna wacnnes 200 models of refrigerators, washing machines, and cover with brass or yn = et tubes. SUN-LITE Mirror 
other belt-driven appliances. Handsome metal dis- Price: $7.95; other models available in Commercial Engineering Products, 
play rack and Handy Application Guide furnished single and double tone from $1.95 to Inc., 791 Tremont St., Boston, Mass. 
with our three standard asssortments. To geta big- Merchandising, De- Deoke: “Senda? dee k 
937. ce: - Vv make- 
er share of this fast-grow ing business, hone your cember, up with and 
AIR CONDITIONERS jobber — or write Goodyear, Akron, Ohio, or Los v bulb; 4 colors: black, old rose, or- 
Angeles, California. chid ~ light green; may be used 
* P as table mirror or hung on wall. 
DAYTON Refrigerators Price: $1.75.—Electrical Merchandis- 
NOW — MAKE REAL MONEY ON Heinz & Munschauer, Buffalo, N. Y. ing, December, 1937. 
Models; Deluxe and Super Models. 
up rolls, increase turnover and profit. Made in 4, 5 and 6 cuit. sizes; Super Deluxe M 
six standard diameters with extra rubber and models in 5, 6, 8 and 10 cut. 
shaft length that can be quickly cut to fit any wringer with Goodyear Combination Selling Features: Modern horizontal 
Milling Machine. Write for data. styling throughout created by Se 
Federico; V-shaped doors and 
THE GREATEST NAME — IN RUBBER curved crowned tops with flat top 
7 for convenient storage; new silver 
; Ta = satin fast freezing cooling unit 
e streamlined to eliminate sharp 
J 5 \"\55 = = edges, fins and corners includes ice 
= = A — trays and frozen foods tray 
or other foods requiring unusual 
evenene FRACTIONAL HORSEPOWER ENDLESS CORD BELTS cold temperature; 
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Device: “Spot-Lite” 


ZEPHYR Shaver 


The Zephyr Shaver Corp., 92 Gold St., 


New York City. 


Device: Zephyr shaver, operates on 


lawn mower principle. 


Selling Features: Cutting mechanism 


(4 smooth, ground, honed cutting 
edges, helically shaped, and protected 
by guide fins) is in approximate posi- 
tion of oldfashioned straight edged 
razor blade; rotary motion permits 
two cutting areas, One on either side 
of cutting head; will shave against 
grain as well as with grain; shaft 
from motor drives direct to one end 
of rotary cutter which minimizes vi- 
bration and lengthens durability; 
110-120 volts, a.c. duc. 


Price: $15. in brown bakelite case; $25. 


in polished black grained walnut wood 
case—Electrical Merchandising, De- 
cember, 1937. 


v 


EVEREADY Flashlight 


National Carbon Co., 100 E. 42nd St., 


New York City. 


featherweight 
pocket flashlight. 


Selling Features: Streamlined, finished 


in chromium and gold or black ; opens 
like cigarette case for easy replace- 
ment of batteries—Electrical Mer- 
chandising, December, 1937. 


DEXTER Washers 
The Dexter Co., Fairfield, Iowa. 


Models: Thriftwin twin-tub and De- 


fender single tub ‘models. 


Selling Features: Offered for Holiday 


trade in gleaming white with black 
trim: full-wing French type agitator ; 
Dexter-built lynite aluminum wringer 
with soft balloon rolls, automatic, 
variable pressure and “flash” action 
safety release ; improved automotive- 
type precision built Dexter full- 
jewelled transmission ; sealed-in forced 
feed oiling system. —Electrical Mer- 
chandising, December, 1937. 


It Purifies 2 
as it Cleans ts 


Now made with Mar- and 
Crack-Proof Body 


The Most Widely HOME-DEMONSTRATED 
Type Vacuum Cleaner the 


There is a waiting demand for the Progress Vacuum 
Cleaner and Air Purifier. Thousands of actual Home Demon- 
strations, made daily in every community on a similar type 
of cleaner, have created it. Now you, as a dealer, can cash 
in on this market —a market of buyers who prefer to buy - 
from established dealers. 


Made to Sell and Stay Sold 


Look over the exclusive “Progress” features, and you'll see 
why the “Progress” sales appeal is unsurpassed among 
home cleaning appliances. For “Progress” is not only 
better looking, but it is built better; made to last longer and 
give better performance. Among refinements in the 1938 
model are a built-in unobtruding toggle switch, and a new 
mar- and crack-proof body. 

The “Progress” sales plan is built to make more money 
for the dealer. It is doing just this for others. How about 
you? For full details of the “Progress” Plan for Profits, ask 
your distributor or write direct. 

*National sales figures for all vacuum cleaners indicate that the 


cylinder type cleaner receives far more home demonstrations than 
any other make of vacuum cleaner. 


See the “PROGRESS” at the National Housefurnishings Show, 
Hotel Stevens, Chicago, January 10th- 15th— Booth No. 129. 


THE PROGRESS VACUUM CLEANER IS MANUFACTURED IN AMERICA UNDER 
U. S. PATENTS BY PROGRESS VACUUM CORPORATION, CLEVELAND, OHIO. 


“PROGRESS” 
Features 


1. New, different carpet nozzle 
creates Vertical Plus Horfasntal 
Suction. 
Vertical 
to remove 
deeply im- 
bedded dirt, 
and horizon- 
talto remove 
surface lint, 
etc. instantly — without harming the 
rug. (Arrows in illustration indicate 
“Progress” dual vacuum.) 


2. Purifies air in room through 
G purifying process (remov- 

le Germ Trap) installed in ma- 
chine. 


3. Largest air displacement. Water- 
lift 42-44-inch. 


4. Famous Black & Decker univer- 
sal motor wary 500 watts. 
(A. C. and C.), 110 volt. 


5. Finest workmanship, appear- 
ance, and performance. 


6. Fully guaranteed against defec- 
tive workmanship for one year. 
Guarantee certificate delivered with 
each machine. 


7. “Priced Right”, with large 

margin for everybody handling 

pen roduct. Progress not only stays 
but builds business. 


“ Approved by Underwriters Lab- 
oratories, Inc. 
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What’s the position of the electrical appli- 
ance industry? Is it on or off its charted 
course for 1937? What appliances are ahead 
of, or behind schedule? What about satura- 
tion? Replacements? And what’s the course 
for 1938? 


These, and other questions, vitally impor- 
tant to makers and sellers of electrical appli- 
ances, will be answered in the JANUARY 


1938 Statistical & Sales Planning 


Issue of 


ELECTRICAL MERCHANDISING 


HE world of business wants to know,—the electrical appliance 

world must know—the state of this billion dollar industry. And 
ELECTRICAL MERCHANDISING, in its January, 1938 issue will 
tell the statistical story (as it has done for 17 consecutive years). 


As they have done in the past, appliance manufacturers and dealers 
will seize upon this January number to plot their business course for 
the next twelvemonth. Manufacturers rely upon ELECTRICAL 
MERCHANDISING to lay out their production and sales schedules. 
Distributors and dealers keep it close at hand to set their sales quotas, 
to determine their rate of progress with that of the industry and, most 
important—to simplify buying. 


Manufacturers with a message to the retail electrical appliance trade 
concentrate their advertising in this January issue of ELECTRICAL 
MERCHANDISING because: 


1. The January issue, with its long life, takes their sales 
stories to, and keeps them before the trade outlets they 
now have, and those they hope to sell. 


2. Distributors’ and dealers’ attention is focussed on the ad- 
vertisers’ messages at the psychological time when the 
trade is formulating its future plans. 


3. Their messages in this January issue augment the work of 
their salesmen, reach and influence buyers their salesmen 
seldom see, and encourage their dealers’ salesmen to prefer 
and push their merchandise. 


4. Finally, because ELECTRICAL MERCHANDISING is 
received, read thoroughly and referred to continually by 
more leaders of the electrical appliance industry than any 
other publication . . . a total circulation, monthly, of 


30,100 Copies 


Partial Contents of the January Issue 


10 years’ appliance sales (by units and retail value) . . . Estimated appliance 
saturation . . . The appliance market (wired homes and farms by States) .. . 
Markets and sales trends 1936-7 (by States) Review & forecast of leading 
appliances, lighting, etc. . . . Air conditioning survey, 1937 . . . Important 
geographic market data . . . Special editorial news and other features. 


ELECTRICAL MERCHANDISING 


A McGraw-Hill Publication 


330 West 42nd Street New York, N. Y. 
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WESTINGHOUSE Air 
Conditioning Units 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


Models: 4 gas-fired and 4 oil-fired 
“packaged” all year round home 
air conditioning systems. 

Selling Features: Summer air condi- 
tioning equipment may be added 
after winter system has been in- 
stalled; winter system complete 
with automatic burner provides 
clean, uniform, controlled heat for 
entire house; slow-speed blower cir- 
culates large volumes air for heat- 
ing and cooling “V” angle filters 
clean air of dirt, soot, pollen etc.; 
Drip or Spray type humidification; 
Seal-Less condensing unit together 
with cooling and dehumidifying coils 
provided for summer cooling. 4 gas- 
fired models, capacity range from 
107,000 to 267,750 b.t.u. per hr.; 
burner compartment over-all dimen- 
sions, 82 in. wide, 763 in. deep, 58 
in. high; No. 12 gauge steel radi- 
ator; heating element drum 34 in. 
diam.; blower compartment at rear 
of burner compartment; large model 
has 5 burners, 2 blowers and 4 
filters; blower revolves at 344 r.p.m. 
driven by 4 h.p. motor. Summer air 
conditioning compartment has ident- 
ical measurements of blower com- 
partment and is attached to heating 
compartment at side. Unit complete 
with all compartments is 168 in. 
wide, 1058 in. deep, 58 in. high. 4 
oil-fired models, similar to gas-fired 
models except blower compartment, 
like cooling compartment, ~ is 
mounted on sides of heating com- 
partment; all models have 1 blower, 
three V-6x25 filters; blower fan re- 
volves 380 r.p.m. driven by ? hp. 
motor. Cabinets for both types are 
of furniture steel with rounded cor- 
ners tan enamel finish with red trim. 
—Electrical Merchandising, Decem- 
ber, 1937. 


v 


SUNBEAM Oil-Burning 


Conditioner 
The Fox Furnace Co., Elyria, Ohio 


Device: Oil burning conditioning unit 
for large residences. 

Selling Features: Capacity ranges 
from 187,000 to 331,000 B.t.u. per 
hr., burner compartment 41 in. long, 
23 in. high and 124 in. deep is 
sufficiently large to accommodate al- 
most any standard make of gun 
type oil burner or may be furnished 
complete with integral, coordinated 
gun type oil burner; 34 in. diam. 
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Air Conditioning Equipment 


drum heating element of No. 7 
gauge boiler plate steel; No. 12 
gauge steel radiator; ample heating 
surface without restricted gas pas- 
sages and unusually long fire travel 
gives high efficiency, the manufac- 
turer claims; 2-tone green enamel 
finished steel cabinets with round- 
ed corners.—Electrical Merchandis- 
ing, December, 1937. 


YORK Oil Burning Boiler 


The York Ice Machinery Corp., 
York, Pa. 


Device: Oil burning boiler for resi- 


dential automatic heating and air 
conditioning. 


Selling Features: Designed primarily 


for use as part of a York year- 
’round residential air conditioning 
system, it may be installed for auto- 
matic heat and winter air condition- 
ing alone with provision for the 
addition of summer air conditioning 
at some future date; available in 3 
sizes. — Electrical Merchandising, 
December, 1937. 


DAILAIRE Conditioner 


Dail Steel Products Co., Lansing, 
Mich. 


Device: No. 116 Pacemaker automa- 


tic oil or gas fired air conditioning 
unit for winter conditioning of small 
homes. 


Selling Features: Combustion chamber 


is corrugated on both sides, rear 
and top which strengthens dome 
and increases radiating surfaces; 
incoming air is filtered through re- 
placeable air filters; humidity is 
furnished by water pan over com- 
bustion chamber; 12 gauge Armco 
steel plate combustion chamber and 
14 gauge Armco steel radiators; oil 
burner unit is capable of burning 
1.35 gal.per.hr; gas burner prop- 
erly equipped for natural or artificial 
gas may also be furnished; for sum- 
mer circulation a convenient switch 
can be wired to provide circulated 
air from furnace blower; capacity 
800,000 to 110,000 B.t.u.; 1600 c.f.m. 
—Electrical Merchandising, Decem- 
ber, 1937. 
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WESTINGHOUSE oil 


Westinghouse Electric & Mfg. Co., 
Mansfield, Ohio. 


Device: Automatic gun-type oil burner. 

Selling Features: May be used as con- 
version burner for converting present 
warm air, steam vapor or hot water 
heating plants into oil furnaces; easily 
installed; Turbulence-Time-Tempera- 
ture principle of operation gives com- 
plete combustion with minimum con- 
sumption of fuel, producing maximum 
temperature, the manufacturers claim; 
quiet blower with aluminum fins 
gives proper volume of air; atomiz- 
ing nozzle controls feeding of oil into 
cone-shaped spray; air diffuser fits 
shape of flame to particular fire box; 
transformer provides step-up in vol- 
tage for instantaneous ignition of 
fuel; electrode connector rods permit 
use of ordinary outlet; Westinghouse 
yw h.p. motor.—Electrical Merchan- 
dising, December, 1937. 


FLUID HEAT Burner Boiler Unit 


Fluid Heat Div., Anchor Post Fence 
o., Baltimore, Md. 


Device: Series “A” burner-boiler unit. 

Selling Features: Boiler is of cast iron 
sectional type; 6 sizes; will handle 
from 355 to 755 sq.ft. standing 
steam or 570 to 1205 sq.ft. of stand- 
ing hot water; indirect water heat- 
ers, circulators and low water cut- 
offs are standard equipment; slate 
gray crinkle finish cabinets; Fluid 
Heat pressure burners are used 
with nozzle capacities from 1.35 to 
2.50 G.P.H. depending on boiler 
capacities—Electrical Merchandis- 
ing, December, 1937. 


PENN Oil Burner Controls 


Penn Electric Switch Co., Goshen, 
Indiana, 


Selling Features: Type 670, continuous 
ignition; Type 672, intermittent igni- 
tion ; voltage protection gives posi- 
tive automatic shutdown of burner to 
guard against ignition failure; tem- 


SALES PLAN 


VOLUME PROFIT 


Last year, many of America’s finest stores 
enjoyed remarkable success with Universal 
Cooler’s line of popular size refrigerators pur- 
chased direct from the factory on an exclusive 
or contract basis at prices that enabled them 
more nearly to meet chain store competition 
with a satisfactory mark up and profit. The 
new 1938 Universal Cooler line is ‘without 
doubt, the greatest dollar-for-dollar value we 
have ever offered in the 16 years we have 
been in this business. Our long record as sup- 
pliers of both commercial and household 


refrigeration units to many of the outstanding 
manufacturers in the industry is the strongest 
evidence we can offer as to the high quality, 
dependability and performance of our prod- 
uct. In fact, Universal Cooler is the only manu- 
facturer in the industry with such a seasoned 
background of proved experience in a position 
to offer a line of high quality refrigerators 
direct to retail stores. Valuable territory on 
both a contract and exclusive basis is still 
open. Write or wire for details. 


UNIVERSAL COOLER 


DETROIT, 


MICHIGAN 
Be sure to see the 1938 Universal Cooler line at the House Furnishings Exhibit, Stevens Hotel, Chicago, Jan. 9 to 15—Booth Nos. 88-89-90 
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Linens, snowy white, 
clothes sparkling bright, 
andall the washing with 
the fresh sweet smell 


THE PARADE 


perature actuated contacts operated 
by short, sturdy bimetal helix rotates 
newly designed speed ratchet afford 
a stack unit ideally suited to low 
temperature stacks, the manufacturer 
claims; polished chrome radiation 
sheld together with other features 
maintain low operating temperatures 
on internal working parts of control; 
smaller relay is designed with heavy 


duty, fine silver, bridge type contacts 


of absolute cleanliness! with capacity for 1 h.p. a.c. 110-220 


oe volt rating; recessed reset button de- 
signed to eliminate possibility of dam- 
Horton Kleen- age in shipment or installation— 
ZONING makes it Electrical Merchandising, December, 
easy to keep the entire 1937. 
inside of the washer— . 


including under and in- 
side the agitator — spot- 
lessly clean and sanita- 
ry. Nochance forsticky, 
germ-laden accumula- 
tions to ruin later wash- 
| | ings, endanger heatlh! 


Remember Kleen- 

ZONING is exclusive 

with Horton. No other 

washer can give you this 

extraordinary feature. 
Write or wire us—do 

it in hurry! 

HORTON MFG. CO. 
1202 Osage St. 

FORT WAYNE, INDIANA 


HORTON “ 


Zoninc 


VITALAIRE Deodorizer 


Lowell Air Conditioning Corp., Otis 
Bldg., Philadelphia, Pa. 


Models: L, HT and VT portable de- 
odorizer with volume control dial. 
Selling Features: Revitalizes and de- 
ordorizes, air of kitchens, closets, 
rest rooms, etc.; Model L for table 
or wall mounting plugs into light 
socket; transformers ordinary volt- 
age up to high potential; Model HT 
2-tube all electric ionizer with silent 
fan mounted in wooden cabinet 
15x12x8 in. Model VT 2-tube with 
silent fan in walnut finished cabinet 
17x9x9 in —Electrical Merchandis- 

ing, December, 1937. 


HORTON WASHERS=— IRONERS, SINCE 1871 


DOMINION Heater 


| Dominion Electrical Mfg. Co., 22 Elm 
St., Mansfield, O. 


Device: No. 552 “Heat Wave” circu- 
lating heater. 


Selling Features: Constructed to oper- 
ate along same lines as large house 
furnace—draws in cold air and 
pours out hot air; consumes 1320 
watts equivalent to 500 B.t.u.’s per 
hr; operates from convenient out- 
let, a.c. or dic. 110-120 volts; car- 
rying handle can be used as rack 
for drying towels etc.; 21 in. high, 
52 in. wide, 10% in. "deep grained 
walnut enamel finish, chromium 
plated top—Electrical Merchandis- 
ing, December, 1937. 
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Device: 


Selling Features: 


Device: 


Description: 


Prices: 


ALTHOFF Kitchen Heater 


L. A. Althoff Corp., 166 N. Clinton 


St., Chicago, IIl. 


“Headlight” deluxe coal, coke 
or wood burning kitchen heater. 


Streamlined with 
straight flush sides to be placed at 
either end of modern electric range ; 
special bottom draft operated by 
air intake lever on main front; 
heavy cast iron inner unit; 17 in. 
fire box for coal, 18 in. for wood 
or special brick linings for anthra- 
cite coal available: water heating 
equipment of galvanized coil, straight 
cast iron water front or cast iron 
U is also available, grille top or 2 
burner cooking top also available. 
—Electrical Merchandising, Decem- 
ber, 1937. 


WAVE YOUR HAND 
INFRONT OF THIS 


TELETOUCH Switch 


Teletouch Peng Mirror Corp., 37 W. 


h St., N. Y.C. 


Teletouch magic switch for 
store window displays. 

Magic switch unit con- 
sists of a sign in which a spot sur- 
rounded by radio waves operates 
switch when a passerby waves his 
hand in front of the spot. The 
switch may be connected to a turn- 
table, spotlight, radio, motion pic- 
ture machine or any other elec- 
trically operated window display. 
The action stops when the hand is 
withdrawn. Unit takes up 7x7x7 in. 
space. 

From $50 for single unit 
down to $12.50 in lots of 2,500.— 
Electrical Merchandising, Decem- 
ber, 1937. 


v 


FOSTORIA Socket Seal 


The Fostoria Pressed Steel Corp., 
Fostoria, Ohio 


Device: Oil-burning conditioning unit 
use with lamp bulbs and sockets to 
prevent foreign particles into space 
between lamp base and socket, pre- 
venting shorts.—Electrical Merchan- 
dising, December, 1937. 
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CHROMALOX 


| Super-Speed 
the fast-cooking 


THIS IS THE 


RANGE UNIT 


that introduced flat-top, contact 
cooking—now universally recog- 
nized as the fastest, most eco- 
nomical way to cook. Apparently 
Chromalox engineers recognized 
this principle years before any- 
one else, and in consequence 
Chromalox unit design, thor- 
oughly patent-protected, provides 
by far the largest proportionate 
area of flat-top contact in any 
unit built, of the approved, solid, 
embedded-wire type. (Chromalox 
Super-Speed units are not to be 
confused with metal-covered open 
units.) 


BECAUSE OF THEIR WIDE- 


AREA FLAT TOP 


Chromalox Super-Speed units dis- 
tribute their heat evenly over the 
entire bottom of the cooking 
utensil. They produce uniform 
results regardless of the type or 
thickness of the utensil. Their 
construction eliminates the neces- 
sity of special size utensils for 
efficient cooking. The “two-units- 
in-one” feature makes possible 
the use of small utensils with 
maximum speed and ec 
an advantage obtainable in no 
other enclosed unit. 


v— 


SELL CHROMALOX- 


EQUIPPED RANGES 


on the basis of unwearying high 
speed cooking, and long service 
life. Sell these units for replace- 
ment, too—they fit any range, 
and often lead to new range 
business. Get the facts—and the 
Chromalox Sales Plan. Mail the 
coupon—TODAY. 


Mail with your business letterhead 
EDWIN L. WIEGAND CO. 
7525 Thomas Bivd., Pittsburgh, Pa. 


Send me the “‘Chromalox Plan’ book. 
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Selling the Unsold Customer 


CONTINUED FROM PAGE 25 


group proved to be families with small 
incomes, living in rented quarters, 
with poor wiring and practically no 
outlets. Appliances reported from the 
524 families studied included: washers, 
70 per cent; electric irons, 90 per 
cent; radios, 75 per cent; hot plates, 
10 per cent; vacuum cleaners, 15 per 
cent. The average kw.-hr. consump- 
tion was about 325 kw.-hr. per year. 
This company feels that improved 
lighting is probably the best load 
building possibility among these cus- 
tomers. 

The home service girls of the Idaho 
Company, under Miss Helen Swan- 
son, are this spring making a special 
study of the next highest group of 
electricity users, those who possess 
electric ranges, but whose consump- 
tion of electricity is below 1,200 
kw.-hr. per year. Ten per cent use 
less than 900 kw.-hr. annually. The 
girls have cards to fill out on which 
they record a complete history of the 
customer’s case, plus whatever might 
be done to better it. Each one of 
them is given a special training in 
her work and goes armed with argu- 
ments to meet customers’ questions. 
As one of the prolific causes of fail- 
ure to use electrical equipment is based 
on a lack of understanding of the 
rates each girl has her own self-pre- 
pared rate schedule, plus a booklet 
which makes clear the advantage of 
owning major appliances. One of the 
arguments which has been found ef- 
fective in converting the customer who 
prefers to keep the coal and wood 
range in the kitchen “to provide heat 
in the winter” is the desirability of 
kitchen planning and; the pride in 
home modernization in which the 
kitchen should lead the way. The 
girls tell the story of the expense of 
furnace-coil heating and suggest 
kitchen heaters as a solution, record- 
ing all reactions in their report. This 
survey is producing excellent results, 
according to R. E. Gale, commercial 
manager, and will further provide an 
accurate picture of the homes into 
which company service is going, 


“HOW LONG IS YOUR WIFE GOING TO BE AWAY, GUS?" 


1937 


which will permit of laying out a 
constructive program for the future. 

The Utah Power and Light Com- 
pany selected 14,663 customers, whose 
bills fell between 20 and 30 kw.-hr. 
per month, for a survey which was 
made last year by the home service 
department under Miss Nancy Finch. 
It was felt that the home service ad- 
visors could best make these contacts 
because the calls should be of such a 
nature as to impress the customer 
with the idea of the service and 
friendliness of the company and to 
sell them the use of whatéver ap- 
pliances they might own. Incident- 
ally, a thorough understanding of the 
company’s rates and the advantages 
of greater use of electricity in secur- 
ing cheaper current were to be pointed 
out. The home service advisors were 
also equipped to sell better lighting 
and small appliances. Later the group 
of customers using up to 50 kw.-hr. 
per month were added to the list and 
also special names of customers whose 
bills showed that they were not using 
the major appliances they possessed. 
During three months 10,765 calls were 
made. 

Using 475 cards as a cross section, 
a thorough analysis of results was 
made, which showed that 124 out of 
this group owned their own homes. 
Only 10 were on relief, 2 were out of 
work and 2 working for the WPA. 
In these homes there were 8 refrigera- 
tors and 9 ranges which were used 
only during the winter months. The 
total of appliances reported from this 
group included 57 ranges, 46 refrig- 
erators, 107 radios, 106 washers, 110 
irons, 30 vacuum cleaners and nu- 
merous other small appliances. 

Part of the service given by the 
girls consisted of the cleaning and 
repair of small appliances. Some 34 
appliances were reported restored to 
service on these cards. The advisors 


also gave 196 lighting demonstrations 
in these 475 homes and sold numerous 
lamps, lamp bulbs, fixtures and small 
appliances which indicates the business 
value of the check up. 
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UNDISPLAYED RATE: 


$1.00 per line per insertion. Minimum 
charge $4.00. (First line in small black 
face type.) Fractions of a line count 
as a line. Discount of 10% if full pay- 
ment is made in advance for 4 con- 
secutive insertions of undisplayed ads. 


Parts, SERVICES 
AND Accessories 


DISPLAYED RATE: 

1 inch $12.00; 4 inches $11.50 per in.; 8 
inches $11.00 per in.; 12 inches $10.50 
per inch. An advertising inch is 
measured vertically on one column. 
There are 4 columns—48 inches to a 
page.) 


HARRY ALTER’S. 


ON 15 DAY TRIAL 


@ Here is a reliable recording ther- 
mometer at a price you can afford. 
Only $18! Designed particularly for 
service work. You must see it to 
appreciate its exclusive features; 
to learn why it is easy to operate. 
Hundreds use Practical thermom- 
eters to check refrigerators, air-con- 
ditioners, etc. Find out all about this 
instrument. Ask your 

jobber or write to us. 


SEND FOR TRIAL OFFER 


Mail this ad with your letterhead 
to get latest folder on this amaz- 
ing instrument and 15 Day Trial 
inspection offer. 


PRACTICA 


Practical Instrument Co. 27178!No. Ashland, Chicago 


ARMATURE 
REWINDING 


Motor Repair—All Types 
We stock vacuum cleaner parts 
Write for prices and Catalog 


WILLMAN ELECTRIC CO. 


12506 Dexter. Detroit. Mich. 


Pads, Covers and Bags | 


Electric mangle pads and covers, all types. 


Washing machine covers, electric heating 
pads, vacuum cleaner bags—all types. Ohio 
Textile Specialty Co., W. 54 Street, Cleve- 
land, Ohio. 


We protect the Dealer 
Write on your letterhead 


THE HARRY ALTER COMPANY 
1728 S. Michigan Ave., Chicago 
BRANCHES _NEW YORK: ST. LOUIS: CLEVELAND 


TRY THIS. THERMOMETER | 


WARRY 


FREE! 
“HOT SHOTS” 100pg. Catalog 


For Vacuum Cleaner Repairmen, Electric Shops, 
Appliance Dealers, Furniture Stores, etc. 


* High Quality Vacuum 
SAVE ON ! Cleaner Parts 
*Genuine “RENEW” Rebuilt Vacuum 
Cleaners 
* Guaranteed Armature Rewinding 


* Vacuum Cleaner Rebuilding 
* Nationally Advertised Radios & Appliances 


RE -NEW SWEEPER 


COMPANY 
9591 Grand River, Detroit, Mich. 


$500,000 GENUINE 
MAJESTIC-GRIGSBY 
REFRIGERATOR & 
RADIO PARTS. 
FOR MODELS 
PRIOR TO 
1936 


UNITS 
GUARAN- 
TEED 18 MONTHS. 
SEND FOR PRICE LIST. 
G&G GENUINE MAJESTIC RE- 
FRIGERATOR & RADIO PARTS SERVICE 


5801 W. DICKENS AVE. CHICAGO, ILL 


JOBBERS ATTENTION 


Exclusive territories open starting 1938 
GOODRICH WRINGER ROLLS 
Write for details 


SERVALL COMPANY 


3572 Gratiot Ave., Detroit, Mich. 


NEW ADVERTISEMENTS 


and changes of copy must be received 
by the 20th of the month to appear in 
the issue out the following month. 
Address copy to The Departmental 
Advertising Staff 
ELECTRICAL MERCHANDISING 
330 W. 42nd St., New York City 


SEARCHLIGHT SECTION 


“OPPORTUNITIES”: 


For Rates—See October issue 


SALESMEN WANTED 


2 SALESMEN WANTED. One to travel Ohio, 
Indiana, Michigan and Kentucky. The 
other for Louisiana, Texas, Oklahoma, 


Arkansas, Missouri, Kansas, Iowa and 
Nebraska. For established electrical wiring 
device manufacturer. Full time drawing 
account against commission, Give full details 
and references. Must have car. Both terri- 


tories fully developed. We have distributors 
in most every city. Rodale Mfg. Co., Emaus, 
Pennsylvania. 


REPRESENTATIVE AVAILABLE 
LINES WANTED BY, well established 
manufacturers’ agent covering western 
provinces of Canada contacting jobbers, 
department stores, utility companies and 
electrical contractors. RA-498, Electrical 
Merchandising, 330 West 42nd Street, New 
York City. 
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“B-A” serves the trade with every anced le 
radio—complete 160-page catalog of na 
tionally known radio receivers, public ed- 
dress, parts, supplies and equipment. Or- 
ders shipped same day received. 


COMPLETE CATALOG AVAILABLE 
BURSTEIN-APPLEBEE CO. Kansas mo. 


REPRESENTATIVE WANTED 


UNUSUAL OPPORTUNITY for an aggressive 

manufacturer’s agent to represent an im- 
proved line of mirror switch plates. Remark- 
able opportunity for volume sales for an 
agent with an established clientele. Give de- 
tails concerning territory traveled, classes of 
trade covered, and number of lines you are 
now handling. RW-499, Electrical Merchan- 
dising, 330 West 42nd Street, New York City. 
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@ BUSY MEN 


Save time. Press 
clothes in a few min- 
utes with an Empire. 


@ THRIFTY MEN 
Save pressing bills 
and wear on clothes. 


@ WELL GROOMED 
MEN 


Keep clothes well 
Pressed at all times. 
Easy to use at home, 
in office or when traveling. 
No wet cloth required—no 
board—no bother! Just 
plug the Empire in any 
socket, AC or DC, and 
you’re all ready to press. 
Weighs only 10 ounces. Comes in neat 
traveling box, complete with 6-foot Under- 
writers’ Approved Cord. $2.00 at stores or 
ee on Money-Back Guarantee. Circular 
ree. 


IDEAL CHRISTMAS GIFT 
Packed in attractive gold-and-black gift box. 


Above is one of the advertisements in 


@ Esquire © Life 
@ Saturday Evening Post © Look 
© Collier’s © True Story 


and other magazines, that is sending customers 
to dealers to buy the Empire. 


Order from your Jobber or Sample 
sent on Memo. 


EMPIRE ELECTRIC CO. 
803 Main Street Cincinnati, Ohio 


Investigate 


the Sales Oppor- 
tunities which 


Sun Flame 
Oil Burning 


HEATERS 


offer you in connection 
with your other appliances 
Write to 
AMERICAN GAS MACHINE CO. 
INC. 
ALBERT LEA, MINN. 


360 Furman St. 4242 Hollis St. 
Brooklyn, N. Y. Oakland, Calif. 


The forethoughtful 
electrical appliance 
retailer checks the 
progress of his own 
business with that of 
the electrical appliance 
industry as a whole— 
as reported monthly in 
ELECTRICAL 
MERCHANDIS- 
ING. 


Priming the Farm 
Pump 
eos CONTINUED FROM PAGE 26 mms 


by the project to keep the ball rolling 
and interest at its peak. 

The final step—No. 5—finds the 
current turned on and is usually the 
occasion for a small civic celebration 
in the community. Dealers are urged 
to follow up project customers and 
the project superintendent follows up 
on any unconnected customers. 

That, briefly, is the step-by-step plan 
that REA has worked out to insure 
the greatest possible community in- 
terest in the rural electrification proj- 
ect, to insure the greatest possible 
proportion of potential customers hook- 
ing onto the new line and to create 
the desire for load-building devices 
which will help to make the project 
self-sustaining. All this business, it 
should be noted, goes through present, 
existing channels of distribution. No 
outside agency is set up to sell appli- 
ances or electrical farm equipment. 
Wiring and plumbing contractors on 
the ground bid on and supply the ma- 
terial and labor. Only REA money to 
help build the line and both REA and 
EH&FA money to finance the pur- 
chase of equipment is the govern- 
ment’s contribution. 

It is idle to think, of course, that 
the Rural Electrification Administra- 
tion are going to be responsible for 
wiring America’s farms within the 
next few years. The fact that about 
ten per cent of them were wired 
prior to the creation of this gov- 
ernment agency and that the number 
now stands at about 17 per cent re- 
flects a great deal of credit on the 
energy and intelligence that has gone 
into the problem. The fact remains 
that the great majority of the farms 
in the country are still without access 
to power and the convenience and 
labor-saving that is its inevitable 
counterpart. The great majority of 
them will be for some years to come 
because in the business of building 
rural lines and making them self- 
sufficient is fraught with so many 
legal, engineering, financing and edu- 
cational problems. In the meantime 
they represent a splendid market for 
gas-engine washers. 

But because REA cannot do the 
whole job unless it had a great deal 
more money at its disposal, should 
hardly, in the opinion of the writer, 
be held as a criterion of the value of 
the job they have so ably undertaken 
with the resources at their command. 
Some of their efforts have undoubted- 
ly stimulated private utility companies 
to find new ways to profitably extend 
their lines into areas that previously 
may have been thought to not war- 
rant the expenditure. Certainly, even 
the scope of the present activity may 
well be said to have been put mil- 
lions of dollars to work that would 
otherwise have been idle. Somebody 
has estimated, crudely, that every dol- 
lar the government has spent on its 
rural electrification program has re- 
sulted in an additional dollar’s worth 
of business to the industry. At that 
rate the $30,000,000 a year the ad- 
ministration has voted REA is cre- 
ating a tidy sum of business for the 
industry. 
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_ CONVEYS TO THE BUYERS OF 
HEATING APPLIANCES MORE THA! 


THROUGH EXCELLENT SERVI 


-DRIVER-HARRIS CO., 


IT’S NEW eece 


The Major Appliance Section 


of the Iith Annual 


National House Furnishing Exhibit 
Major Appliance Dealers and Buyers 


400 Manufacturers of electrical and non-electrical household appli- 
ances invite you to see their complete factory displays of new and 
modern equipment for the home—The Steven’s Great Exhibition Hall 
filled with Major Appliances exclusively 
—in addition 5 other floors—nearly 400 
rooms—filled with displays of house fur- 
nishings, including every type of non- 
electric and minor electric appliances. 
Plan now to visit the 


1938 Style Show and Greater Market 
AT CHICAGO 
Stevens Hotel 
January 9 to 15, 1938 


NAT’L HOUSE FURNISHING MFRS. ASS’N. 
228 N. La Salle St., Chicago 


Please mail buyers Advance Issue BLUE BOOK 
Directory and registration card, free. 


e © e MAIL THIS COUPON TODAY! © @ @ 
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Sore Salesman 


To The Editor: 


For sometime I have read ELEC- 
TRICAL MERCHANDISING, and 
to say that it is not the best trade 
journal would be less than the truth. 
The articles and contributions cover 
a wide range of subjects of the most 
vital interests to the salesmen, deal- 
ers, and distributors of the country. 
But, today, I wish to deviate from 
the usual kind of subjects discussed; 
to me, which I feel is of absolute im- 
portance to the salgsman in the field,— 
The Future of thé Retail Salesman? 
I have been in this business for five 
years for the same distributor, a 
member of the General Electric Top- 
pers Club and winner of numerous 
prizes in selling contests, but alas! I 
am discouraged as to what further 
need is there for the retail salesman 
on the street, who I find today is in 
a diametrically opposite position from 
what he was two and a half years 
ago. Dealer competition is keenly felt, 
department stores have made their 
inroads, along with jewelry stores, 
service stations, which previously con- 
fined their selling activities to auto- 
mobile supplies, and other outlets, 
who now look upon the home appli- 
ance field as some sort of sales bon- 
anza. To all of which one would ask, 
“So what?” 

Well there is just this. The house 
to house salesman today is getting less 
and less consideration, cooperation and 
fair play than is even necessary to 
make his job one that will provide a 
source of living to him; trying to sup- 
port a family is out of the question 
entirely. Why? Let me point out a 
few instances that will serve to illus- 
trate my point. 

A little over a month ago, a friend 
of mine sold $600.00 worth of equip- 
ment for the Blank Company. The 
equipment was sold with a discount, 
hence he was to be paid 7% on the 
sale and from the way they based 
their figures, he was to have received 
$26.90, but does he? No. One of the 
executive members of the firm made 
a mistake in the estimate of the equip- 
ment amounting to $15.00. Instead 
of saying anything to the salesman 
and getting it from the customer, the 
equipment was installed and the sales- 
man was charged the $15.00. Conse- 
quently, he was paid $11.90, and this 
didn’t cover his expense in going from 
Philadelphia to Camden several times 
in order to secure the sale. Yet this 
firm like many others needs the re- 
tail man to sell his goods. 

Another case, the salesman on the 
floor went out to lunch and left an- 
other man on to take care of things 
until he returned. A lady walked in 
off the street to look at an oil burner. 
The relief man took her name and 
address, and as she walked out the 
manager of the store and the oil 
burner supervisor walked in. The re- 
lief man turned the lead over to the 
manager and the oil burner super- 
visor inquired as to when this woman 
could be seen. The relief man told 
him that night, but to take Mr. Smith 
on whose floor time the lead was 
secured. The supervisor made the 
sale with the knowledge of the man- 
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Our Electrical-Album .................. 


Some fascinating old pictures of early appliances. 
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ager of the store and the salesman 
whose lead it was never knew it till 
several weeks later, and as yet has not 
been paid on the sale. The salesman 
was working straight commission, the 
supervisor on a salary and over-ride. 
I know several of the men who 
could not do a good selling job this 
year as a result of the shortage of 
merchandise, who do not have coal in 
their cellars, who have a reserve of 
from $50.00 to $100.00 in the com- 
pany’s treasury, but who can’t get a 
dime from the firm, for even the bare 
necessities, yet these boys are called, 
“the lifeblood of this organization,” 
blah. 
Just what interest and protection do re- 
tail men have from unscrupulous deal- 
ers, crew-managers, and distributors? 
None from what I have been able to 
learn, and nothing seems to be done 
about it or can be done. Yet, it was 
the pioneering and educational work 
of the house to house canvasser, who 
made it possible for the great Ameri- 
can Public to know and enjoy the ad- 
vantages of electric refrigeration, who 
also made it possible for the distribu- 
tors to enjoy the profits of this newly 
created industry. 
Winters have come and gone, and 
with their coming and going have 
passed in the picture, hundreds of 
men, who went because they could 
not see where the actual conditions 
and the fancy stories told in the high 
pressure want ads of mewspapers 
through-out the country were con- 
sistent with the truth. On the other 
hand, men who easily produced from 
$20,000 to $25,000 retail were induced 
to quit and seek other means of em- 
ployment, because of the chicanery 
and unethical practises of the distribu- 
tors for whom they worked. Before 
it is too late, something should be done 
to give the boys a better deal than 
what they are getting. Or maybe the 
large companies are no longer inter- 
ested. Then, too, maybe I am wrong. 
However, I should like to see this 
article printed and let’s hear from 
others. 

Davip J. SULLIVAN 


178 Fairview Ave., Yeadon, Pa. 


Editor Spanked 


To the Editor: 

The writer has just wasted thirty 
minutes of his valuable time reading 
an article in your September issue 
entitled “Air Conditioning to Order” 
by Laurence Wray. After reading 
this article we are convinced that Mr. 
Wray should be taken out behind the 
wood shed and given a good thrash- 
ing with a spoke out of the home 
made fan he mentioned in this article. 

After reading such an article it is 
very easy to see why so many owners 
confuse attic ventilation with real 
air conditioning and expect the im- 
possible in price when buying from 
reputable air conditioning concerns. 
We feel that such practice should be 
discontinued by writers who are re- 
puted to be well informed on the sub- 
ject of air conditioning. 


B. B. CocHran 
Cochran Air Conditioning Company 
Houston, Texas. 
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the Finest Ever Produced. 


These Six Improvements, Plus 
Fourteen Not Shown, Make the 
New 1938 Line of Lovell Wringers 


THE LOVELL MANUF 


NEW DIRECT READING PRESSURE INDICATOR 
(patented). Composed of only 3 mov- 
ing parts! Provides easy reading and 
adjustment of pressure desired when 
wringing different types of fabrics. 


NEW KICKER ARM AND SPRING WASHER on 
lower rolls (which actuate all automatic 
flumes and flopper boards) now perma- 
nently attached to roll shaft—cannot 
be lost or reassembled incorrectly. 


NEW TYPE BEVELED BEARINGS allow for 
quick drainage and adequate ventila- 
tion during operation. Give longer 
life, better performance. Lovell bear- 
ings are self-lubricating. They can- 
not rust and will never soil clothes. 


ACTURI 


NG COMPANY 


NEW TYPE HOOD ON REASSEMBLY UNIT. Im- 
proves appearance of top. Insures quick 
and positive relocking of wringer. 
For 55 years Lovell has been the 
pioneer of wringer improvements. 


EXTRA HEAVY STEEL REINFORCING HOOK 
provides substantial connection of 
reset lever to top—cannot become 
disengaged from wringer top. Lovell 
Wringers are sturdy, dependable. 


NEW RECOIL STOP-LUG IN FRAME— 
lengthened, widened, and deepened 
to insure positive stopping of the 
top-assembly when the roll pressure 
is suddenly released or removed. 
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of Sensational New 1938 Line of Frigidaire Refrigerators and Ranges 


These Outstanding Pro‘ucts Make the Frigidaire Franchise More Valuable Than Ever! 
Frigidaire Dealers everywhere are giving a rousing reception to the newest 
Frigidaire sensations! Enthusiastically acclaiming the greatest refrigerator in 
all Frigidaire history—the new 1938 Frigidaire with the new Silent Meter- 
Miser, the new “Double-Easy” Quickube Trays, and a host of other “selling” 
features, all exclusive with Frigidaire! Hailing the great new electric cookery 
sensation—the new Frigidaire Electric Range, offering ...in every model, in every 
price class ... more advanced cooking and baking features than any 


with the outstanding line of new Frigidaire Electric 
Washers, Ironers and Water Heaters! 

Announced early, to enable Dealers to get off to a —-z rp 
flying start during the Christmas buying season, he FRIG 


other 2 ranges combined! And getting set to make new profit-history ep ator sales record once more... and set new selling records in oth@ 


rigidaire Franchise is more valuable than ever! 
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new line of Frigidaire Fer makes the Frigidaire Franchise more va 5 
than ever, offers . 2 aire outlets amazing opportunities. For, in additi i 
having products of marked superiority, with dozens of spectacular 
features, they will enjoy the double advantage of having behind them 
Strategy that is typically Frigidaire’s. The same sort of hard-hitting adv 
ing, result-getting promotions that have made the Frigidaire refrigerate 
fastest-selling in America! 


Frigidaire men are even now on their way again! To shatter reff 


liance fields! Watch them prove, in 1938, tha 


TIONS! 

Flood of Dealer Orders—Big Spurt in Christmas Sales—Greet Ahead-of-Time Announcem 
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